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Abstract 
The purpose of this research is to detail a case study of U.S. tourism to Cuba in a 
politicized context; specifically, to compare and contrast the Obama and Trump administrations. 
This study seeks to examine how the Cuban “brand” and the island’s overall tourism strategy is 
formulated, circulated, shaped and reshaped by various actors and the public in the changing 
context of the newly antagonistic bilateral U.S.-Cuba political relationship. The research 
questions explore issues of how diplomatic relations impact Cuban tourism and advertising 
messaging. This paper also discusses the changes in the U.S. news media coverage of Cuba as a 
destination after the announcements of 17 December 2014, between 2015-2016 (the last two 
years of the Obama administration) and 2017-2018 (the first two years of the Trump 
administration). 
Results from a multi-method case study are provided along with a discussion of key 
findings, limitations and future directions for research.  
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Travel to Cuba: A Case Study of Media Branding in a Politicized Context 
The history of media and communication across the Cuban-U.S. border is closely linked 
to the political reality of the times. After nearly sixty years, the Cuban Revolution continues to 
provoke strong reactions, constant debate and different interpretations in U.S. global media 
coverage. The ever-changing developments of diplomatic relations between Cuba and the U.S. 
are equally controversial. Tourism has been central to these developments and is an 
indispensable economic resource for Cuba. 
The purpose of this project is to explore the Cuban tourism strategy and its national 
branding as it relates to the U.S.-Cuban political relations. While an in-depth look at these issues 
will be provided upfront in the case study findings of this thesis, it is important to provide a brief 
introduction to these historic relations in the context of tourism. 
 U.S. media coverage has directed attention to Cuba as both a tourist destination and a 
business opportunity. This focus has been at the top of the agenda of different media 
organizations to inform, comment on, and promote the improved relationship between Cuba and 
the U.S., particularly in travel sections where stories about Cuban society are featured alongside 
those economic opportunities. 
The interest to visit the island as a tourist destination soared after the Obama 
administration and continues to this very day. Many global leaders, politicians, and ordinary 
people traveled to Cuba to tour its patrimonial cities and historical sites. Pictures of famous 
personalities driving along Havana’s seafront promenade in vintage cars splashed across the 
front pages of newspapers and magazines. The media considered Cuba at the time of 
rapprochement as a new and highly desirable destination, the new “it” place. In addition to 
formal government policy statements or advisories, mainstream media plays a considerable role 
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in creating perceptions of countries. Specific media coverage could shape a U.S. citizen’s 
decision to travel to a particular country either for leisure or to invest in economic opportunities. 
The media – intentionally or unintentionally – contribute to what is called ‘nation branding.” 
This is an approach to measure, build, and manage the reputation of countries as, in this case, of 
Cuba. 
This branding is key to establishing the relationship between people and the rest of the 
world. As travelers, business leaders, or consumers, we make decisions about engaging in 
tourism or business in other countries (and consumption of their products) every day, partly, 
through the media. To the extent that we see countries in different contexts, our decisions are 
largely informed by the automatic associations we develop about them via the media. Our 
choices are also informed by how familiar we are with countries and whether we have visited 
them or not. However, every time our decision about a place is informed by the media, it creates 
a precedent that further shapes future perceptions. This, then, affects global exchange rates, 
quality of life, and new relationships across the world — many of which are influenced by one’s 
intention to acquire a little bit of culture by means of the country’s brand image, capital cities, 
and entertainment. 
As with the quality of life, this is a dimension deeply tied to value systems because, 
where the rule of law is upheld and a sense of security and predictability is maintained, 
confidence in financial markets increases and brands perform at their best. On the other hand, 
communication is based on the image, which itself becomes a brand to be chosen and consumed. 
In this "audiovisual" environment, the truth in which a society is created is not relevant, but 
rather the ways of transmitting it are. The alternative is to "create" a world by relating it, not to 
reality, but to the form of the messages that normally are currently communicated about it. This 
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can still provide a framework for understanding the international public opinion of countries 
worldwide (knowable reality). When that happens, the possibility of imitating the accepted 
messages to express this truth arises. 
The media, in all their variants, are responsible for fixing the plausible patterns or codes, 
through the images that can represent the set of beliefs, attitudes and impressions – true or false, 
real or imaginary, correct or wrong— that a person or group has about a subject. These also 
guide and shape the attitude of people and their membership in reference groups. 
The country image, in general, and the tourist image of a country, as a destination, always 
exists and it is inevitable. If a country, or a public or private institution, does not build a plausible 
image of themselves, others can do it and not necessarily in the desired manner. 
I think that a nation could be viewed as an ideal system of relationships 
belonging to a certain group. This may be raised to the level of a kind of psychosocial structure, 
which stresses the importance of individual personality, belief systems and the cultural and social 
aspects of an individual. In the literature review below, this study of the politics of tourism and 
the media will be situated within existing research on nation branding and country reputation, 
brand familiarity, as well as cultural diplomacy.   
Literature Review 
Nation Branding 
 
The notion that aspects of traditional commercial brand management can be strategically 
applied to nations (Anholt and Hildreth, 2004) has been highly debated in different journals. 
Anholt’s (2007) classic nation branding hexagon includes public diplomacy, such as a 
government’s communication with foreign audiences aimed at improving international public 
opinion of their country and tourism/tourism promotion, which according to this author is the 
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‘loudest voice’ mostly because it has the biggest budget of all nation-branding activities (2004). 
Anholt continues by rejecting the idea that the image of a country 'can be directly manipulated 
by commercial marketing techniques'. He also argues that 'national image has more to do with 
national and regional identity and the politics and economics of competitiveness than with 
branding' (p. 21). Nonetheless, both the term and concept of nation or place branding continues 
to be vigorously debated in the scholarly literature. 
There are many ethical considerations surrounding nation branding, not the least of which 
is the appropriateness of branding a nation as a product. If a nation is to be branded, then who 
has the right to be the brand's manager and decide on the nation's values – the government, 
marketing professionals, or the people? To what extent is nation branding a practice (something 
governments do) vs. a description – the idea that, unintentionally, nations have a brand and all 
sorts of things create and affect that brand including media coverage. 
Nation branding is an emerging and contested discourse at the time of convergence of 
diverse fields, such as management, tourism, and the social and political sciences. While 
branding theory has developed as a means of competitive advantage in an increasingly 
competitive and cluttered global marketplace, the brand concept has more recently been applied 
beyond consumer marketing to many different environments such as cities, countries, and 
destinations. Although there was initial uncertainty over whether a country could be considered 
to be a brand (Olins, 2002), many presently agree with Kapferer (2012) who stated that “whether 
they like it or not, (countries) act de facto as a brand – a combination of unique values and 
benefits.” 
As a sub-set of the broader theme of branding theory, nation branding has strong ties with 
mainstream branding theory as it argues that a nation’s brand needs to be carefully created and 
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skillfully managed to realize its competitive potential. Media coverage and politics affect 
companies with little to no control over these outside influences and this applies to nations as 
well. 
While acknowledging the multifaceted nature of the nation brand construct, Dinnie 
(2016), conceptually distinguished the relationship between nation brand image and nation brand 
identity. Key components of nation brand identity (e.g. language, political regime, history, 
architecture, literature, food and drink, and sport) are communicated to a desired audience 
through a variety of means, such as branded exports, sporting achievements, cultural artifacts, 
brand ambassadors, tourism experience and prominent personalities, that all result in the 
development of a subjective image shared by consumer. However, brand image contributes to 
developing the identity of a country with its products. 
In his article “Relationship building in nation branding: The central role of nation brand 
commitment,” Linwan Wu (2015) mentions that nation brands exist. A brand refers to ‘a 
multidimensional assortment of functional, emotional, relational and strategic elements that 
collectively generate a unique set of associations in the public mind’ (Aaker, 1996, p. 68). 
Accordingly, a nation brand is defined as ‘the total sum of all perceptions of a nation in the 
minds of international stakeholders’ (Fan, 2010, p. 98). A nation brand is a high-level overview 
of a specific country, which comprises various aspects, like geographic locations, residents, 
cultures, economic situations, politics and so on (Jaworski and Fosher, 2003; Fan, 2006, 2010). 
The fact that a nation brand is an integrated perception of multiple aspects of one country makes 
it complicated to discuss the issues of nation branding. Different from product branding, which is 
mainly controlled by the company that owns the brand, nation branding practices can be 
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conducted by any organization or individual who wants to take advantage of the nation brand 
(Fan, 2006). 
A nation brand can, therefore, be used to meet various goals, such as promoting exports, 
attracting tourists and satisfying political purposes (Fan, 2006). The traditional way of defining 
nation branding is to consider it as an approach of ‘applying branding and marketing 
communication techniques to promote a nation’s image’ (Fan, 2006, p. 6). As an example, the 
media coverage of Cuba shapes its national brand based on the lucrative business and tourism 
attraction. 
Brand Familiarity 
 
Brand familiarity may be defined as a unidimensional construct that is directly related to 
the amount of time a consumer has spent processing information about the brand, regardless of 
the type of content involved. ‘Thus brand familiarity is the most rudimentary form of consumer 
knowledge’ (Baker, et al., 2007, p. 637). Later experiments involving brand familiarity indicated 
that increased brand familiarity is likely to enhance perceptions of the brand, increase its 
inclusion in the evoked set, generate likability of the brand and motivate purchase behavior 
among consumers (Baker et al., 2007). There is also evidence from the advertising literature that 
brand familiarity can work to increase receptivity to advertising for a brand. Then familiarity of 
nation brands, particularly in the context of tourism decision-making, may influence consumers 
in the same way.  
Researchers from multiple disciplines have studied destination brand familiarity in a 
variety of contexts. Destination brand familiarity, sometimes equated with the knowledge or a 
‘composite amount of information’ about a destination, consists of both direct experiences and 
‘informational familiarity’ that is indirect and often gained through media messages (Baloglu, 
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2001, p. 127.) Studies of familiarity in the tourism and nation branding literature have found that 
direct experiences such as visiting the country and knowing people from the country as well as 
indirect experiences such as news stories about the country can mediate a destination’s 
reputation (Artigas and Kiambi, 2017). Furthermore, improved country reputation has been 
found to relate to positive intentions toward a country, such as tourism and purchasing the 
country’s products (Yang et al., 2008).  
Familiarity was found to positively moderate the effect of brand loyalty and the perceived 
quality of a destination (Horng et al., 2011). While many gaps exist in the literature, including 
familiarity with a travel brand that increases travelers’ interest in that destination, the present 
case study is going to focus on the nature of media coverage of Cuban tourism by U.S. media. 
The Role of Cultural Diplomacy in Nation Branding 
 
Biran Hurn (2016) affirmed that nation branding can be seen as a major instrument of 
cultural diplomacy and he added the concept described by Olins (2002) as a “conscious and 
deliberate attempt to project a clear, consistent and ideologically dominated national identity.” 
Nation Branding is a process of designing, planning and communicating the name and identity of 
a country to build or manage its reputation to increase a country’s international profile, which 
results in projecting an image that is recognized and respected worldwide. It achieves this by 
emphasizing the qualities that make it special and unique. 
Cultural diplomacy creates awareness abroad of the cultural attributes of the home culture 
by developing interaction through cultural activities with which the projecting culture wants to 
be identified. The instruments of cultural diplomacy used to develop this relationship are very 
wide-ranging and can include language, cultural and trade missions, broadcasting, social media, 
tourism, national airlines, promotion of the arts, gastronomy, science, and technology as well as 
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high-profile national heroes and icons. In many ways, the concentrated and focused projection of 
these areas can result in the improvement and strengthening of commercial links by helping 
project the “brand equity” of a nation. 
Anholt and Hildreth (2004) developed the concept of the nation brand hexagon. A 
country’s image is made up of the following factors represented in the hexagon, namely, tourism, 
exports, people, governance, culture and heritage, and investment. In 2005, Anholt’s Nations 
Brand Index was published because of a wide social survey. This is of importance to many 
governments as its findings are based on the belief that the way a country is seen by others can 
exert a vital difference to the success of its business, trade and tourism initiatives, as well as its 
diplomatic and cultural relations. 
The Cuban Government, as well as the tourism industry in Cuba, have been on the 
frontline in developing the country’s brand. The branding in Cuba has been a matter of making 
the country a war-free zone when it comes to trade. There are better terms of trade between Cuba 
and the U.S. Also, the tourism industry has ensured that there are more attractions, ranging from 
the natural environment to the country’s heritage. These approaches have been able to develop 
Cuban branding. 
Nation branding is now well established as an important way of promoting trade and 
developing exports as well as a country’s cultural heritage and value system. However, it must 
be used with care to avoid being seen as propaganda and needs to focus on achievable as well as 
desirable goals. The importance of cultural diplomacy, in particular nation branding, should be 
incorporated into a country’s training and development. 
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Country Reputation 
The related construct of country reputation was introduced by Passow, Fehlmann, and 
Grahlow (2005). Passow attempted to find a suitable scale to measure the reputation of 
Liechtenstein against other competitive countries in the region during an exercise to produce a 
strategic reputation management plan for the Liechtenstein government. Finding none, Passow, 
Fehlmann, and Grahlow joined with Charles Fombrun and the Reputation Institute (RI) to adapt 
the validated Harris-Fombrun Reputation Quotient used for gauging corporate reputations, to the 
measurement of country reputation.  
Just as corporations have considerable control over their company's brand image and less 
control over the company's reputation, the same is true for countries (Fullerton and Holtzhausen, 
2017 p.10). In distinguishing between country branding and country reputation, Passow et al., 
Fehlmann, and Grahlow (2005, p. 23) noted that reputation is a strategic concept centered on 
long-term impressions that are constructed by images and actions of an organization, or, in this 
case, a country. The images and actions are functions of nation branding, but the impressions 
they produce in people's minds are, in fact, the country's reputation. 
The study of country reputation evolved from the concept of corporate reputation. 
Country reputation is defined as 'the presence or absence of international legitimacy accrued to a 
certain nation' (Passow, et al., Fehlmann, and Grahlow, 2005). It is related to, and sometimes 
used interchangeably with, the term 'country image' (Kotler and Gertner, 2012, p. 19) and is akin 
to 'soft power' (Wang, 2018, p. 30, 92) and nation branding (Passow, et al., Fehlmann, and 
Grahlow, 2005, p. 23). Studies of country reputation have found it to be a multidimensional 
construct that is quite stable (Passow, et al., 2005 and Fullerton and Holtzhause, 2017). A strong 
country image has been identified as a factor in attracting inbound tourism (Tapachai and 
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Waryszak, 2000). Likewise, tourism is considered one building block of a country’s reputation. 
Anholt (2015, p.23) contends that a nation's tourism promotion and people's experience visiting 
are often the 'loudest voice' in creating an image of a country.  
Fullerton and Kendrick (2017) found that tourism advertising may have a positive impact 
on attitudes toward a country, even among those who never plan to visit the country being 
advertised. Several studies have examined country reputation as a dependent variable that may 
be affected by international sporting events (Fullerton and Holtzhausen, 2017), product exports 
(Han and Wang, 2012) or international media coverage. 
Tourism, Nation Branding and Combating National Stereotypes 
Eli Avraham (2015) detailed different concepts for nation branding and marketing 
strategies for combating tourism crises and stereotypes toward destinations. According to 
Crompton (1979, p.18), “destination image” is “the sum of beliefs, ideas and impressions that a 
person has of a destination”. “Place marketing” and “place promotion” are the leading fields of 
knowledge used by marketers and researchers to create a positive image for places. According to 
Uysal, Harrill, and Woo (2011), the main goal of destination marketing research is twofold: to 
increase demand for the destination and to facilitate effective destination management. 
Recent years have seen an increased use of new concepts by researchers and practitioners 
of “destination branding” and “nation brand/branding”; these terms refer to a broad set of 
activities undertaken by governments and other stakeholders aimed at marketing and enhancing a 
place's visibility (Papadopoulos, 2004). Baker (2007) defines “destination branding” as 
designing the experiences and meaning connected with a place so that they are positive, 
attractive and unique. Dinnie (2008) defines “nation brand” as the multi-dimensional mix of 
components that make its message relative to the intended audience. The literature contains 
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many other definitions and analyses of many case studies of countries and tourist destinations but 
little rigorous theory has been defined and elaborated (Kotsi et al., 2016). 
Nevertheless, many of the tactics, tools, initiatives and marketing strategies that can be 
used to market destinations will not necessarily work for destinations suffering from either a 
prolonged or short-term negative image. When a place is perceived as being “not safe” and the 
local tourism industry starts to collapse, for example after several terror attacks or involvement 
in a prolonged violent conflict, it would not be wise for marketers to use campaigns that call 
upon tourists to “come and explore” it or to market a cultural festival since it is highly likely that 
the “lack of safety” perception will keep most visitors away (Avraham and Ketter, 2016). In 
other words, the use of any strategy in marketing efforts has a limited effect when the place is 
associated with risk, negative perceptions, generalizations and stereotypes (Beirman, 2003). In 
many cases, these negative perceptions dominate the place's image and harm its attempts to 
attract tourists. Such an image is also known as “label”, “stereotype” or “stigma”, which are 
simplified attitudes or beliefs about a place that are not examined thoroughly and are difficult to 
change (Adler-Nissen, 2014). 
Crisis communication and Tourism 
Goodman and Hirsch (2010) build a strong foundation for the strategy and design of 
corporate communication programs for internal and external communication, providing a focus 
on crisis communication response and corporate ‘citizenship’ in the strategic management 
process. Goodman and Hirsch's concepts are very useful for research on crisis response in 
different channels of communication. As an example, in the case of the travel agencies in the 
U.S. serving destinations in Cuba, the problems they are facing are due to the adverse political 
situation between the two governments. In their book, Corporate Communication, Goodman and 
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Hirsch state, “Strategically, crisis communication has also become more complex for several 
other reasons. The principal development is that the internet has broken down the barriers 
between what one might call ordinary information consumers, experts and activists who can now 
have access to each other’s viewpoints and content with a simple web search.” (Goodman & 
Hirsch, 2010, p. 99). 
Most studies focus on the role of tourism in international relations, since it is, nowadays, 
a phenomenon of great social, economic, cultural and environmental consequences. However, 
most scholars have barely dealt with the investigation and theoretical knowledge on this subject; 
in his book, Las Relaciones Internacionales y El Turismo, Amador (1970) analyzes the influence 
of international relations on the needs of tourism to determine how these spheres are interrelated. 
International relations are relations between peoples and groups, between groups and individuals 
and between individuals. There is a gap of data-based analysis in this dynamic area of 
international relations. Tourism is also a social phenomenon; it is a science and as such it must 
be studied. 
Michael B. Goodman (2013) examines communication in a global world between people 
of different cultural backgrounds. With the globalization of the world economy, it is imperative 
for current and future managers to be sensitive to the differences they will encounter in 
intercultural communication. To help make readers aware of these differences, the author 
elucidates the essential responsibility in a global environment – knowledge of the people, 
organizations, and companies with which you want to work and how to be able to embrace such 
differences as opportunities for learning and enrichment rather than forces for confusion and 
trouble. To become more effective in daily interactions at work, home or abroad, people must 
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develop a keen awareness and understanding of the differences that exist regarding human 
values, beliefs, and behaviors. 
Tourism is the consumption of place (Redclift, Goodman, and Goodman, 2010, p. 25). 
While scholars disagree on a single definition of 'tourist destinations', Morgan, Pritchard, and 
Pride contend that 'a "place" only becomes a "destination" through the narratives and images 
communicated by tourism promotional material' (p. 22, p. 4). 
Font and Riobo (2015) discuss the contributions from leading scholars, from the U.S., 
Cuba, Europe, and other world regions and introduce the reader to the key literature in the field 
of tourism about rapidly changing events on the island of Cuba and in terms of global political 
and economic affairs. The authors also offer an updated and comprehensive survey on tourism, 
which provides the latest research available from a wide range of disciplines and perspectives. 
They address timely developments in Cuban civil society and human rights. Also, they present 
economic models and forecasts, as well as an important analysis of the Sixth Congress of the 
Communist Party of Cuba. For students, academics, and government experts, it is a vital addition 
to any collection of Latin American Studies or global politics. I consider this publication to be of 
great value in the study of the economy, politics and everyday society in Cuba and its 
relationship with the world. 
This case study on media branding examines how changes in diplomatic stance and the 
promotion of an enemy country brand contributed to a more positive attitude and piqued interest 
to travel to that country. It measures the effectiveness of the country’s tourism advertising. The 
study features multiple measures of destination familiarity, interest, and public opinion toward a 
foreign government and its citizens. This serves to extend the literature on nation branding and 
public diplomacy in the context of destination brand familiarity. 
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Villalba (1993) explains the emergence of tourism in Cuba and the dependence of the 
island on different factors derived from the U.S conjuncture and worldwide, which determined 
that this sector will evolve in a nonlinear way during the first half of the century. On the other 
hand, the author deals with the evolution of the sector in the decade of the 1950s and the 
development of tourism from 1959 to 1990. It also gives a historical account of the reopening of 
international tourism after 1973 with the redesign of the Cuban tourist business in the Caribbean 
with the entire marketing process carried out by the Cuban State. The author has carried out an 
in-depth and serious research effort that makes it possible to evaluate the Cuban tourism business 
in terms of its opportunities, threats, strengths and weaknesses, and also business marketing and 
predictions. 
Given this initial information on the literature review, three research questions are posed 
to give direction to the case study that follows: 
RQ1: How have changes in diplomatic relations impacted the Cuban tourism industry in general 
and tourism branding messaging and effectiveness in particular? 
RQ2: How did the U.S. news media cover Cuba as a tourist destination and potential 
entrepreneurial opportunity during 2015-2016 and 2017-2018? 
RQ3: How do Cuba and U.S. subject matter experts explain the connections between politics, 
tourism, and the media? 
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Methods 
To create this extensive case study, multiple types of analyses were conducted, and data 
subjects were analyzed. 
To better understand the Cuba branding and U.S. media perception of Cuba, this case 
study utilizes three primary methods: 
(1) Secondary data analysis - The secondary data was further broken down as 
follows: 
● Detailed relevant historical background on Cuba- U.S. relations; 
● The impact of diplomatic relations on the Cuban tourism industry and tourism 
advertising messaging; and, 
● Brand Analysis 
(2) Media analysis to explore two media coverage periods 
● Qualitative Media Analysis; and, 
● Quantitative Content Analysis 
(3) Thematic analysis (Subject Matter Expert interviews) to interpret these data in 
relation to this complex situation. 
With respect to the impact of diplomatic relations, research was performed for two 
periods of study – 2015-2016 and 2017-2018 – from data provided by the Ministry of Tourism of 
Cuba, National Office Statistics in Cuba and the private company Havana Consulting Group. I 
also worked closely with Jose Luis Perello, PhD, who is one of the most well-known experts 
regarding tourism in Cuba. He was able to validate my research interests and corroborate my 
conclusions. I worked directly with Mark Entwistle, who is an expert in Cuban politics and who 
contributed a great deal of political insight into this research. 
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The Coding Frames. 
 
Main categories used in this research include: 
 
● Cuban and U.S. tourism and public relations 
● Biased coverage of Cuba in U.S. media 
● Nation Branding 
Subcategories include: 
1. How Cuba's "brand" and tourism strategy is received, perceived and acted on by 
various actors in the U.S. landscape. 
2. The importance of the media in the U.S. in the conformation of a country-image. 
3. How political relations between the U.S. and Cuba affect the flow of American 
travelers to the Island. 
The key areas are Political Relations, Nation Branding, Tourism, Business, Travel Agencies, 
Safety, Media, Crisis Communication, and Image. My method of study was, in succession, 
summarizing, evaluating different sources in my research. I have a coding consistency and check 
for repetitions, transitions, similarities, and differences, etc. 
Content Analysis 
 
This case study uses partly content analysis as a research technique to standardize results 
from texts, taking into account the particularities of the online space for communications. In this 
regard, the American scholar Sally J. McMillan considers how the growing nature of the World 
Wide Web has turned the online space into a “moving target for communication research” while 
stating that content of traditional media such as newspapers and broadcast assumes some 
linearity or at least commonly accepted sequencing of messages. Hypertext, a defining 
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characteristic of the Web, defies this assumption. Each person may interact with the website 
content in different ways. 
The technique of content analysis has existed since 1927 when introduced by Harold 
Lasswell to study propaganda (Newbold, Boyd-Barrett, & Van Den Bulck 2002).  
Content analysis has a long history in the social sciences, having been used to summarize, 
measure, and examine symbolic communication by using representative samples of different 
forms of speech. This research technique has been widely used in journalism, political science, 
advertising, and psychology, and also in the broader field of discourse analysis, dating back to 
the final decades of the twentieth century. 
News media sources for the paper include The Washington Post, The New York Times, 
The Miami Herald/El Nuevo Herald, The Associated Press, and The Wall Street Journal after 
December 17, 2014. The analysis detailed below focuses on examining the content of news 
items, considering the interactions between headlines, sources, print texts, and pictures. 
I utilized intensive interpretation to understand the meaning of the issues under study. 
This intensive case study research was done through contextualized and ‘thick description’ 
(Geertz, 1973) of Media Branding in a politicized context between Cuba and U.S. I dedicated a 
study space to the impact of traditional media in the U.S. in the construction of a country-image 
(in this case Cuba) and how it influences audiences. 
This research followed several steps to implement content analysis. First, the research 
questions were formulated. Second, I collected secondary data which includes both textual data 
that exist without any specific collecting activities (e.g. documents, memos, stories) and visual 
materials (e.g. video recordings, television programs). Thirdly, the sample was selected from 
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stories in these five different online media outlets, the time frame was identified, the categories 
defined, and the data coded. Finally, the information was analyzed and interpreted. 
Subject Matter Expert Interviews 
I also conducted detailed interviews with subject-matter experts who have worked, 
studied, and have relations with Cuba. For the case study, I used in-depth interviews as the 
primary source of empirical data. The metaphor of puzzle-solving (Alasuutari, 2000) works fine 
with the case study approach as it describes the use of various sources for finding the solution. I 
used the crosscheck and triangulation of data methods to understand activities in a particular 
social setting. Subject matter expert interviews involved engaging experts in the field of interest 
to respond to a series of questions based on the topic. The experts were able to provide reaction 
and content that were used in deciding the view of branding and the relationship between Cuba 
and the U.S. on the issues of tourism and business opportunities. 
Primary and secondary source materials used in this research include: 
● U.S. media. 
● Specialized tourism websites 
● Information from the U.S. State Department 
● Books and magazine articles analyzing U.S. Cuba relations 
● Specialized magazines and newspapers 
● Websites from the principle political and economic media in the U.S. 
 
Secondary Data Analysis 
 
This involves the collection from other scholars who have written about Cuba and U.S. 
relations focusing on tourism and trade. The sources will help in developing an understanding of 
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the topic and to help in making conclusions. Since the sources will be credible, the method is 
imperative in the research. The secondary data is also used to build on the background and 
history of tourism and Cuba/U.S. relationship overtime. 
The purpose of this data is to produce a holistic and factual description, which answers 
the big picture of our first research question about how changes in diplomatic relations impacted 
the Cuban tourist industry in general and tourist branding messaging and its effectiveness in 
particular. 
Findings: A Case Study of Cuba-U.S. Relations and Tourism 
The case study that follows will be divided into 3 sections: detailed relevant historical 
background, the impact of diplomatic relations on the Cuban tourism industry and tourism 
advertising messaging, and brand analysis. 
Detailed Relevant Historical Background 
The political, economic, commercial, cultural, and historical relationships between the 
U.S. and Cuba have been unique for many years and have nothing to do with the tradition of 
Political Science. If we are going to consider our "common history," let us start with the 
government of Thomas Jefferson, the third U.S. president. On December 22, 1807, the Congress 
of Washington decreed the embargo on the Island of Cuba and Havana, for its policies and 
relationships with Spain and England. 
In January 1898, the explosion of the USS Maine along with the incitement of the U.S. 
Press prompted the declaration of war on Spain. 
A few months later, U.S. troops were directed to the eastern part of Cuba under the 
command of Theodore Roosevelt, who directed the Department of Defense. He landed near 
Santiago de Cuba, led the charge up San Juan Hill and three years later Roosevelt became the 
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twenty-sixth president of the U.S. The defeat of Spain, in the Spanish Cuban American war gave 
birth to the new empire of the U.S., precisely in eastern Cuba. Since this time, U.S-Cuba 
relations have never been “normal.” 
We could start in the first months of 1959 when Fidel Castro traveled to the U.S and 
President Eisenhower refused to meet with an "outlaw," having to stay at the hotel Teresa, in the 
segregated neighborhood that hosted him. 
At the end of 1959, the 29th Congress of ASTA (Association of Tour Operators and 
Travel Agents of the U.S.) was held in Havana. It was the first time that this Congress was held 
outside the U.S. It was held at the Hilton Hotel in Havana and the inaugural speech was given by 
Fidel. 
The following is what Fidel Castro said about the U.S. in 1959: 
"You and your friends in winter need sun, we have all the sun that you want; blue 
sky, all the blue sky that you want; beaches and sands of all colors; in summer we 
have fresh air. It is not vanity, we do not have much, but very good things for 
tourists, and more importantly, all the natural beauties is our city." 
"Throughout Cuba, you and your friends will be welcomed and welcomed with 
open arms; yourselves and all others, you tell them to come to Cuba, because our 
ambition, which is a noble ambition, is to make our island the best place to 
vacation, and the best and most important tourist center in the world. " 
Months later, the nationalization of U.S. companies, the embargo (termed the blockade in 
Cuba) and the breakdown of diplomatic relations occurred. The backlash of these events caused 
an endless and complex chain of laws, restrictions, Presidential decrees and crises: Bay of Pigs 
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Invasion, Cuban Missile Crisis, Invasion of Grenada, Mariel boatlift, terrorist plane disaster, a 
crisis of the rafters (balseros), etc. 
Relations between Cuba and the U.S. have ebbed and flowed since the revolution that 
brought Fidel Castro to power in 1959. During the Cold War, there was warming under the 
presidency of Barack Obama. This has been rhetorically reversed under President Donald 
Trump. 
In the 1950s, 
1) Cuba was number one in Caribbean tourism. 
2) The majority of tourists to Cuba were Americans - representing between 85% and 
87.5% of all tourists visiting Cuba. 
3) Efforts were made to provide an adequate lodging infrastructure. From 1952 to 
1958 lodging accommodations were increased by 43.7% thus guaranteeing its 
position as the leader in the Caribbean. 
4) In 1956 international air traffic made Cuba the place that received the most 
passengers in the region, receiving 40% of all flights. 
Note: In the year 1957, 29% of all tourists arriving in the Caribbean visited Cuba. Of the 272,266 
tourists that visited Cuba, 87% were American. 
After the advent of the Cuban revolution in 1959, Cuba opposed the U.S. causing it to 
sever relations with the island. Consequently, a reduction in the number of American tourists 
occurred, rupturing Cuba’s traditional and natural tourist market. 
In 1959, a series of measures were immediately carried out, including Agrarian Reform, 
which generated a strong confrontational response by the U.S. towards Cuba, the elimination of 
the Cuban sugar quota in the U.S. market in July 1960, and a series of measures and 
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countermeasures that led to the radicalization of the Revolution and the nationalization of the 
country's fundamental means of production. 
The economic, commercial, and financial blockade imposed on Cuba by the U.S. 
prohibited commercial transactions and monetary-financial operations between both countries 
and their nationals, ordered the freezing of all securities that were owned by Cuban nationals or 
the Cuban State in U.S. territory and prohibited its citizens from traveling to Cuba. 
In 1961, the arrival of tourists was reduced to just over 4,000 visits and in the ensuing 
years did not exceed 2 or 3,000, extending the situation until the years 1974 and 1975 when a 
new stage of international tourism in the country started. These measures were made more 
flexible during the administration of President Carter. Cubans were allowed to travel, certain 
transactions were authorized during the trips to Cuba, and the level of expenditures was relaxed 
in this country. In 1983, however, the administration of Ronald Reagan canceled what had been 
established by President Carter and ceased flights to Cuba from the U.S. (Castañeda, 2011.) 
The intensification of the restrictive measures was implemented with greater force during 
the administration of President George H.W. Bush (1989-1993), through the Act for Democracy 
in Cuba or the Torricelli Law. Within Cuba, rising international tourism was reinforced by the 
creation of the National Institute of Tourism (INTUR) in 1976 with both administrative and 
auditing powers. The INTUR also aimed at giving new impetus to international tourism. 
In 1982, Law Number 50 was ratified regulating foreign capital investments for the 
development of tourism. In 1987, Cuba elevated tourism to one of the top three priorities of the 
country. 
The year 1987 was registered as the point that incorporated Tourism within the three 
major programs prioritized by the country. In mid-2001, the rooms available for international 
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tourism amounted to 36,000 throughout the country in 227 hotels. It is also necessary to consider 
that since 1997 the economic activity allowed private home accommodations as well. 
The influence of Cuban Americans in the American political system and the importance 
of the Cuban American vote forms a large part of the explanation of why the U.S. has sustained 
its isolating policy towards Cuba throughout the years. Certainly, after the Cold War, with the 
lessening of security interests, the Cuban American community and the domestic political 
interests were the most important factor in deciding American policy towards Cuba. The 
influence a change in Cuban policy could have on national elections and the future of the country 
was enormous. 
The people-to-people concept was invoked during the Clinton Administration to 
encourage individual Americans to travel around Cuba and to be ambassadors for the ideas, 
ideals, and thoughts of ordinary Americans as well as the U.S. diplomats that were prohibited 
from such widespread contact. Being of Cuban origin, I know that this contact has had a direct, 
material, and positive impact on relations between the U.S. and Cuba. Whether it is from 
bringing "people of influence" who can initiate cultural/business/political ties with their 
counterparts, or performers who can generate excitement on both sides for better relations, I have 
seen the positive effects firsthand. 
Personal travel to Cuba was made legal in 2000. OFAC (Office for Foreign Asset 
Control) issued a general license that incorporated a prior specific licensing policy and 
authorized travel-related transactions and other transactions that were directly related to “people-
to-people” educational activities in Cuba, such as academic arrangements. 
Consistent with the Trade Sanctions Reform and Export Enhancement Act of 2000 
(TSRA), travel-related transactions involving Cuba were only those permitted under the 12 
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categories identified in the CACR. Travel-related transactions for other purposes remain 
prohibited. 
In March 2009, after President Barack Obama came to power as the 44th President of the 
United States, he signed a bill that lifted the travel ban on Cuban Americans traveling to Cuba. 
The Bill covered only those who had been in the United States for less than three generations 
from that year, 2009. 
On January 14th, 2011, President Barack Obama further eased the relationship between 
the United States and Cuba by allowing planes to fly to and from Cuba - specifically on 
commercial planes carrying either goods or passengers. He also allowed the transfer of currency 
between the United States and Cuba. Travel bans on non-family members between the two 
nations were also lifted. 
Cuba and the U.S. started secret negotiations in 2013 under the name of ‘Operation 
Ardilla.’ Eventually on December 17, 2014, Obama and Castro announced the thaw in the 
relations between their two countries to their citizens and the world. Obama emphasized the 
failure of the economic embargo intended to change the Castro government: “I do not believe we 
can keep doing the same thing for over five decades and expect a different result” (Obama, 
December 17, 2014). 
In 2014 diplomatic relations were re-established, after more than 50 years since the break 
of those relations in 1961. The travel possibilities and options were extended by modifying some 
regulations of the 12 categories of travel, established by U.S. authorities. 
These events and global news coverage of them have shed new light on Cuba. Business 
and tourism were once again booming. The Obama administration ended the longstanding “wet 
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foot, dry foot” policy and allowed Cubans who arrived in the U.S without a visa to become 
permanent residents. 
In January 2015, a few imports, such as sugar and rum from Cuba, were allowed into the 
United States. Similarly, Cuba allowed computer and technology-based goods from the United 
States into their country.  
 On 29th May 2015, the Obama administration delisted Cuba from the list of nations that 
the U.S. Department of State deems to be sponsors of State-funded terrorism.  
On 20th July 2015, the U.S and Cuban embassies were officially opened in Havana and 
Washington, respectively. In March 2016, the President of the United States (Barack Obama), 
visited Cuba for three days after more than 80 years. In August 2016, the first commercial flight 
from the United States landed in Cuba, while the first commercial flight from Cuba arrived in the 
United States in November 2016. 
But the main point of tension between the U.S. and Cuba is still the economic embargo, 
which has been and still is the centerpiece of American foreign policy towards Cuba.  
In May 2016, the first cruise ships traveled from the U.S to Havana and in August 2016 regular 
flights between Cuba and the U.S. were inaugurated. But despite this fact, only 95,520 
Americans visited Cuba in 2016 — a 40% drop from the same period the previous year, 
according to Cuban government statistics. This decrease of Americans seeking to visit is hurting 
Cuba’s access to hard currency and setting back the effort to re-establish ties between Americans 
and Cubans. 
I consider that the "normalization" declared by former President Obama and his 
Administration was intended to change U.S.– Cuba relations more broadly. The initiative 
launched by this President was aimed at retooling and redefining the entire relationship from top 
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to bottom, as quickly as could be accomplished. Since important parts of the U.S. trade and 
investment embargo against Cuba are actual law, and can only be changed by Congress, 
President Obama was forced to act by presidential and executive order to focus on those 
regulations to which he had access. He asked Congress to dismantle the embargo on more than 
one occasion, something the partisan politics of the day would never allow. 
In addition to the liberalization of travel regulations for U.S. citizens, the Obama 
Administration reestablished formal diplomatic relations after decades, appointed ambassadors, 
loosened banking regulations to allow many more direct services, encouraged U.S. business to 
enter the Cuba market and made the licensing process less rigorous, issued general licenses to 
cruise ship companies and airlines, as well as assigned routes into Cuba for American air 
carriers. As stated by Mark Entwistle, the Obama administration continued cooperation on 
migration issues, began a process to resolve the matter of the certified claims for compensation 
for expropriated U.S. property in the beginning years of the Cuban Revolution, and more.  
The Obama initiative was intended to enter a new era in the U.S.-Cuba relationship.  
On 16th June 2017, the new president of the U.S. Donald Trump signed a bill that was 
“strengthening the policy of the United States towards Cuba.” The policy restricted the use of the 
U.S. dollar by the Cuban army, intelligence, and other security services. 
In August 2017, an unknown illness was noticed in American and Canadian diplomats 
stationed in Havana, Cuba. Consequently, President Trump’s administration ordered the return of 
non-essential American diplomats from Cuba in September 2017.  
After this event, the U.S. State Department issued two extreme and alarming warnings to 
travelers: the recommendation and strong suggestion were that Americans not travel to Cuba 
under most circumstances.  
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The recommendation that Americans do not travel to Cuba under most circumstances was 
a sensational story in the mainstream media. After some backlash, a revision in January 2018 
still strongly advised Americans to reconsider travel plans to Cuba. 
In August 2018, the U.S. State Department downgraded its travel advisory for Cuba from 
"reconsider travel" to "exercise increased caution". This change happened only in August 2018 
and I do not believe that the public at large is generally aware of this change. 
The result was stark U.S. warnings to Americans to avoid visiting the island. Along with 
a Trump administration overhaul of the travel rules to Cuba, those warnings have served as a 
deterrent to tourism. 
From 5th June 2019, the U.S. government restricted people-to-people travel among the 
Cubans. Also, the U.S. government banned the provision vessels of all kinds to Cuba that 
support travel to Cuba - recreational, passenger, and cargo vessels, especially aircraft. 
One of the latest restrictions is airline sanction and route cancellation in which the U.S 
government is issuing sanctions against companies that lease aircraft to Cuba especially for 
flights not going to Havana.  
There remain several categories under which an American citizen can still travel to Cuba, 
including for religious purposes, musical ensembles that want to perform, sports teams that want 
to play in a competition. There's a very broad category called support for the Cuban people, 
where, if one was to visit and interact with independent Cubans, like cultural groups, NGOs, the 
trip would be considered legal by U.S. sanctions regulators. 
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The impact of diplomatic relations on the Cuban tourism industry and tourism 
advertising messaging 
The political, economic, and commercial relations between the U.S. and Cuba are elements that 
directly impact both the growth and the decrease in the arrival of American tourism to the island. 
It all depends on the status quo of those factors. Throughout the history of the last 60 years, 
within the framework of the relations that both countries have had, tourism to Cuba from the 
U.S. has been conditioned by the state of relations between both countries. In that time, the 
relationship conditioned by the political dispute between both governments has prevailed, the 
genesis of which since the emergence of the U.S. embargo lay in the nationalizations and 
confiscations carried out by the revolutionary government in the early 60s and for which former 
U.S. property owners were not confiscated. 
Cuba opened the doors to tourism development as a strategic industry for the economy 
since the 90s, when it suffered the crisis of the so-called Special Period generated by the 
disappearance of the Soviet Union, the countries of socialist Eastern Europe and the former 
socialist world’s global trading system called COMECON. One of the measures taken by the 
government to end the crisis was the purposeful development of the large-scale tourism industry 
throughout the country, to attract international tourism. In this sense, laws were implemented that 
made foreign investment possible for the construction and development of the infrastructure in 
several tourist areas in the country. Thus, the tourist areas of the keys to the north of Ciego de 
Ávila and Santa Clara, Holguin, the extension of Varadero, etc. were born. Infrastructure 
development included the construction of new hotels, roads, airports, etc. 
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Tourism in Cuba has had different stages of development and profile, intrinsically 
associated with the political and commercial situation with the U.S. In this sense, it has been 
claimed that the northern neighbor is Cuba's "natural market", said Perello. 
The tourists who arrived in the country came mainly from Canada and the European 
issuing markets, where they stood out by their volume: Spain, Italy, Germany, France and 
England. North American tourism was vetoed by the embargo. The segment of visitors who did 
travel to the island from the U.S. were Cubans living in the U.S but in a very restricted way. 
This is how the years went by until President Barack Obama in 2009 first opened the 
travel of Cuban Americans to Cuba, lifting the ban that they could only travel once every three 
years, allowing them to travel as many times as they wanted during the year. In turn, the Cuban 
government had lifted the ban on Cubans residing in hotels on the island a year previous in 2008. 
However, U.S. tourism was still forbidden for the Cuban market, the embargo did not allow it. 
The rest of the traditional tourism markets in the Caribbean region enjoyed the Cuban 
disadvantage, generated by the limits of political and commercial relations between the 
governments of Cuba and the U.S. Tourist destinations such as Cancun, Rivera Maya and Punta 
Cana in the Dominican Republic took advantage of this situation. 
These markets, together with other tourist destinations in the Caribbean region, gained 
strength not only in air tourism, but also developed a whole travel industry in the cruise ship 
sector to which Cuba had no access, not only because of the embargo but because of the internal 
policy of the Cuban government had not shown interest in developing this tourism space. In this 
time, Canada and the five main European markets mentioned above were consolidated as the 
main tourist markets to Cuba. However, the growth rate began to decrease.  
Cuba-U.S. Tourism and Nation Branding 36 
  
 “The Cuban tourism industry undertook its development, in the last decade of the last 
century, under extremely complex conditions: in the midst of a deep economic crisis, an 
unfavorable global advertising campaign, strong restrictions on trade and travel, the adoption of 
the Torricelli and Helms-Burton laws and other difficult situations from a political and economic 
point of view” said Jose Perello. 
Table 1  
Arrival of international visitors to Cuba from 1991 to 2015 
Notes. Yaneisis Infante in collaboration with Jose Luis Perello with data from the Ministry of 
Tourism of Cuba.  
 
 
 
Figure 1. Trends in International Visitors to Cuba from 1991-2015 
Indicator 1991-1995 1996-2000 2001-2005 2006-2010 2011-2015 
International Visitors 2,795,387  6,967,018  9,734,291  11,682,682  14,935,020  
Average Growth Rate 15.0% 14.9% 6.9% 3.3% 6.7% 
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Cuba has been experiencing an increase in the number of international tourists. However, 
the numbers increased substantially during President Barack Obama’s administration. The 
drastic changes reflect the positive influence of the U.S. administration on Cuba’s international 
recognition. 
 
Figure 2. Trends in the average growth in international visitors in Cuba 
 
 
 
Cuba experienced a sustained decline in the average growth of tourism between 1998 and 
2007. However, international tourism grew linearly between 2008 and 2015. These radical 
positive changes may be attributed to the diffusion of the U.S. diplomatic policy towards Cuba. 
Furthermore, the growing U.S. interest in Cuba increased the country’s global reputation. 
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Figure 3.  Tourism growth from 2007 to 2019 
 
Tourism growth reached a plateau, from 2008 to 2014 (7-year period) where the arrival 
of tourists increased from 2,348,340 to 3,003,345, which represented an increase of 655,005 
tourists, at an average of about 93,672 a year. See Figure 3. 
At the end of 2014, the thaw between the governments of Cuba and the U.S. took place, 
leading to the restoration of diplomatic relations between the two countries in July 2015. In this 
new scenario, the US government decided to authorize tourism to Cuba through 12 travel 
categories. Since then the arrival of tourists to Cuba in just three years increased to 4,689,894 
tourists, which meant an increase of 1,686,549 tourists (56.16%). 
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The group of measures announced by the Presidents of Cuba and U.S., in mid-December 
2014, on the re-establishment of diplomatic relations between the two countries, represented the 
possibility of discussing a number of issues that had an impact on Cuban tourism. 
Table 2 
Arrival of total and American visitors to Cuba, 1990-2019 
 
Year 
Total 
Visitors 
American
s 
Year 
Total 
Visitors 
American
s 
Year 
Total 
Visitors 
American
s 
199
0 
340,329 7,375 
200
0 
1,773,986 76,898 2010 2,531,745 63,055 
199
1 
424,041 11,233 
200
1 
1,774,541 78,789 2011 2,716,317 73,566 
199
2 
460,610 10,050 
200
2 
1,686,162 77,646 2012 2,838,355 98,051 
199
3 
546,023 14,715 
200
3 
1,905,682 84,529 2013 2,852,019 92,346 
199
4 
619,218 17,937 
200
4 
2,048,572 49,856 2014 3,002,745 91,254 
199
5 
745,495 20,672 
200
5 
2,319,334 37,233 2015 3,524,779 161,233 
199
6 
1,004,336 27,113 
200
6 
2,220,567 36,808 2016 4,035,577 284,552 
199
7 
1,170,083 34,956 
200
7 
2,152,221 40,520 2017 4,689,577 619,777 
199
8 
1,415,832 46,778 
200
8 
2,348,340 41,904 2018 4,732,280 638,360 
199
9 
1,602,781 62,345 
200
9 
2,429,809 52,455 
2019
* 
2,560,675 372,857 
Notes. *First Six Months. Source: Yaneisis Infante in collaboration with Jose Luis Perello from 
the Ministry of Tourism of Cuba. 
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Figure 4. Trends in the number of Americans visitors to Cuba between 1990 and 2018 
 
 
Figure 5. Trends in the total number of visitors to Cuba between 1990 and 2018 
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Cuba has been witnessing a sustained increase in the number of visitors. Although the 
trend has been observed for decades, it is evident that international tourism to Cuba improved 
substantially between 2014 and 2018 (see figure 6). This trend can be associated with the 
improved diplomatic relations with the United States and the increased media attention to the 
nation.  
As can be seen in the figure above, the flow of American visitors to the island has 
continued to grow over time, especially since 2015, a product of the Obama's administration's 
approach to policy, which included the reopening of the U.S. Embassy in Havana on August 14, 
2015, when Secretary of State John Kerry, noted in a speech: 
"It's a day to forget the barriers and explore new possibilities. It is in that spirit that I 
say to you on behalf of my country: The United States welcomes this new beginning of 
its relationship with the people and government of Cuba. We know that the path to fully 
normal relationships is long, but that is precisely why we have to start right now."  
He later added: 
"Friends are gathered here today as our leaders, President Barack Obama and 
President Castro made a courageous decision: stop being prisoners of history and focus 
on today's and tomorrow's opportunities. This doesn't mean we should forget the past." 
This new stage represented proof that under a climate of good neighborliness between the 
two countries, it was the only path to "normalization" and the facilitation of changes in mindset 
and openings in both directions. During that period this new image dominated the headlines of 
the main media in the United States and other parts of the world, which, as a corollary, led 
tourism from the “old continent” to consider Cuba as a tourist destination of "fashion". 
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In March 2016, President Obama's visit with his wife and daughters to Havana had a 
positive outcome characterized by the symbolism of being able to meet in person a respectful 
and friendly people safely in its streets and perceptions of readiness to build a future without 
hatred or hard feelings. 
The behavior of Cuban American travel has been relatively stable, but it has been 
growing over the years, stemming from the Obama administration's policy of liberalizing that 
community’s travel to Cuba, removed or limited to remittances, allowed certain payments to 
Cubans for Airbnb travel in Cuba and encouraged private home leases, which represented an 
accelerated growth of the Cuban private sector. 
The upward performance of Cuban tourism in what is considered "natural tourism" from 
the North continued from 2015 on. Since the participation of visitors from the United States 
accounts for 24.5% of the total visitors to Cuba, this is unquestionable, stated Jose Luis Perello. 
The positive publicity of Cuba by the media and diplomatic ties between the U.S. and Cuba 
contributed significantly to the observed trends (Clark, Fowler, Loring, & Weigel, 2016). 
 
 
Figure 6. Graph of visitor arrivals from U.S (2000-2018) 
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With the new Republican government installed in Washington in January 2017, a new 
layer of restraints was predictable. Donald Trump's administration announced the intended 
reversal of all of his predecessor's actions; even though, in June 2016, senior executives of his 
company, the Trump Organization, "traveled to Havana to meet with island authorities, 
interested in learning about possibilities to manage hotels and golf courses in Cuba, under the 
“Trump’ brand’.” 
As of September 2017, the scenario was characterized by the presence of exogenous 
factors that negatively impacted the performance of visits to Cuba; among these, the scourge of 
Hurricane Irma, Donald Trump's government statements about travel restrictions to Cuba, travel 
alerts from U.S. and Canadian governments, as well as accusations of alleged "sonic attacks" on 
diplomats and their families. These events occupied the spaces in national and foreign news 
agencies and media. 
In the second half of 2017, American tourism to Cuba reported a drop in arrivals of 
22.4%. See Table 3. 
Table 3 
Tourists from the North American market to Cuba, 2017 
 
 
Notes. Source: National Office of Statistics, Cuba. 
 
Cuba-U.S. Tourism and Nation Branding 44 
  
 
 
Figure 7. Comparison between American and Cuban-American visitors to Cuba in the first and 
second halves of 2017 
 
 
During the two halves of that year, Cuba experienced a 19.5% upsurge in the number of 
Cuban American tourists visiting the nation. However, visits by Native Americans (non-Cuban 
American) dropped by 22.3% to 270, 805.  
The escalation of the diplomatic crisis between the two countries in the wake of the sonic 
attacks in 2017 caused the U.S. to ban commercial transactions with companies in the tourism 
sector that were part of the business structure of the Cuban armed forces, so American tourists 
were forbidden to stay in those hotels. The number of flights from the U.S. to Cuba decreased 
considerably in the last four months of 2017. See Figure 8. 
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Figure 8. Monthly flights to Cuba from the U.S., 2014-2017. Source: Havana Consulting Group 
 
 
The year 2018 closed with 4 million 732 thousand 280 global visitors, which represented 
an increase of 0.9% compared to 2017; these two years were the ones that marked the best 
figures in arrival of visitors in the last sixty years. The first quarter of 2019 surpassed the same 
period of the previous year and at the close of the first half the result showed 5.8 percent growth. 
As of June 2019, the strengthening of the blockade and travel restrictions of Americans to 
Cuba include: banning financial transactions with more than two hundred Cuban state entities; 
accusations about alleged selective "sonic attacks" with alerts about the dangers  of traveling to 
the island; the application of Title III of the Helms Burton Act; ban on cruise ships, yachts and 
direct commercial airline flights, among others. Under Title III, several lawsuits have been filed 
with Cuban and U.S. institutions, while more than ten foreign hotel companies and international 
travel agencies have received threats of lawsuits.  
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Figure 9. Arrival of international visitors from January to September 2015-2019 
 
From the implementation of the new U.S. measures against Cuba, in the first week of 
June, a reduction in the number of visitors began to register, causing a decline compared to 
previous periods. At the end of the third quarter of 2019, there was a decrease of 6% compared to 
the same period in 2018, and curiously 12% growth relative to the same period in 2016. 
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Table 4 
International Arrivals from Main Markets to Cuba 2018-2019 
 
 International Visitors from January Through September 
Country 
2018 2019 
Airlines 
Cruise 
Ships 
Total Airlines 
Cruise 
Ships 
Total 
Canada 850,402 10,043 860,445 851,283 7,659 858,942 
U.S. 221,983 238,659 460,642 236,569 200,238 436,807 
Mexico 112,371 16,140 128,511 118,871 6,571 125,442 
Subtotal 
1,184,75
6 
264,842 
1,449,59
8 
1,206,72
3 
214,468 
1,421,19
1 
France 135,375 20,767 156,142 126,946 8,105 135,051 
Germany 121,695 33,199 154,894 114,327 19,090 133,417 
Spain 107,215 22,619 129,834 108,706 3,913 112,619 
United 
Kingdom 
124,150 25,652 149,802 90,685 20,647 111,332 
Italy 104,433 34,695 139,128 92,475 10,759 103,234 
Holland 30,584 5,057 35,641 28,115 2,100 30,215 
Subtotal 623,452 141,989 765,441 561,254 64,614 625,868 
Cubans 
Abroad 
445,441 1,524 446,965 469,374 921 470,295 
Rest of World 653,506 226,502 880,008 647,775 162,268 810,043 
Total Arrivals 
2,907,15
5 
634,857 
3,542,01
2 
2,885,12
6 
442,271 
3,327,39
7 
 
Source: Yaneisis Infante in collaboration with Jose Luis Perello with data from the Ministry of 
Tourism of Cuba. 
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Figure 10. International visitors from January to September 2018. 
 
Between January and September 2018, Cuba received the highest number of visitors from 
Canada. The Cubans abroad ranked second while the U.S. abroad ranked third. However, most 
international visitors preferred airlines to cruise ships to travel to Cuba. These trends are 
attributable to the earlier removal of trade barriers and restrictions that hampered the use of 
cruise ships and direct commercial airlines to Cuba (Limao & Maggi, 2015). 
Tourism, despite the circumstances, is defined as one of the economic activities 
prioritized by the Cuban government at the current juncture of the world economy. Over the past 
five years, growth rates have followed the cycles of highs and lows that characterize the global 
environment, aggravated by the continued constraints and threats of the U.S. government. 
In the accommodation sector, the first half of the current year closed with 72,965 physical 
rooms in-state entities; of these, 44,018 rooms were under administration and marketing 
contracts with 19 foreign companies. Also, during the first six months of 2019, 26,244 rooms in 
private houses accommodated over 1,345,486 tourist stay/days. 
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Furthermore, American tourism to Cuba since 2014 has had an impact on the economic 
development of Cuba, especially with regard to the stimulation of small private enterprise (the 
so-called self-employed workers). There are more than 26 thousand rooms in private hostels and 
about 2,700 private restaurants (paladares). This momentum was favored by the relaxed climate 
from 2014 until the end of 2018 when Trump's measures took effect against travel to Cuba. 
Regarding diplomatic relations between Cuba and the U.S., we have seen that there have 
been several changes between the two nations.  
In terms of prescriptive advice, it would be ideal if U.S policies towards Cuba could take 
into greater account the evolution of the internal changes underway in Cuba and the process of 
modernization of the Cuban economic and social model, which is an ongoing process, This 
would provide a better understanding of Cuba's new and changing economy and how these 
political-economic reforms can represent benefits to the national interest of the U.S. itself. The 
U.S executive branch and Congress could take advantage of the island's reform process as a 
unique opportunity to relax the restrictions on trade and the economy in the interests of U.S 
citizens themselves. 
For instance, the arrival of visitors on cruises showed very significant growth from 2016. 
In 2016, 220 thousand visitors arrived on cruise ships, including its crew members, while in 2017 
this totaled 587 thousand, representing a growth of 166 percent. In 2018, 23 cruise lines made 
706 stops in nine Cuban destinations; of these stops, 304 were in the port of Havana, 145 were in 
Cienfuegos and 104 stops in Santiago de Cuba, all three of which are the main cruise accessible 
ports in the country. 
On several occasions, several experts and press columnists have indicated that the 
incorporation of Cuba into the sub-regional tourism scenario will bring a negative impact to the 
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economy and tourism of the other island countries in the Caribbean. But to perceive the 
incorporation of Cuba into the Caribbean system and the normalization of relations with the U.S. 
as such a threat is simply a geo-strategic aberration of some power centers, both political and 
business (Perelló, 2017). 
U.S. indirect business connections with Cuba are hard to analyze given the fact that 
private companies are not required to disclose the list of their shareholders. Additionally, with 
millions of dollars moving around the world via electronic transactions, the real origin of 
financing for specific business operations is often unknown. 
Many companies in Cuba are based in the Bahamas, and other Caribbean islands, Spain 
or Britain, and seeking an accurate understanding of whether such companies receive U.S.-origin 
investment funds remains elusive.  
Nevertheless, the information presented above shows that U.S. entities hold publicly 
traded shares of several major foreign firms engaged in business dealings with the former Castro 
government. While profits from the Cuba-related stock portfolio may not be particularly 
significant for some U.S. investors in terms of their global revenues, U.S. investments in foreign 
companies with commercial operations on the island are just another example of gaping holes in 
Washington’s effort to isolate Cuba economically. 
Due to embargo restrictions, U.S.-based corporations cannot explore for oil in Cuban 
waters, manage hotels on the island, or establish joint ventures with the Cuban government in 
any production activity to serve the domestic market or for exports. As multinational 
corporations headquartered in a foreign country can rely on U.S. capital to do just that, one is left 
wondering if it makes any sense for the U.S. to keep using economic sanctions as a tool to 
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achieve ambitious foreign policy goals. Cuba’s front door may be closed to U.S. investors, but 
the back door is conceivably open. 
Department of the Treasury’s Office of Foreign Assets Control (OFAC) sets the policy. 
These rules are the main mechanism of domestic enforcement of the U.S. embargo against Cuba. 
These regulations apply to all persons (individuals and entities) subject to U.S. jurisdiction, 
including all U.S. citizens and permanent residents wherever located, and all branches and 
subsidiaries of U.S. organizations throughout the world.  
Brand Analysis. 
Annually, Future Brand conducts a survey of three thousand five hundred travelers from 
fourteen large markets and carries out twelve focus groups in different cities around the world, to 
assess the country's image that public opinion has of many countries. The study is based on 
different attributes, classified in five dimensions: tourism, heritage and culture, business climate, 
quality of life and value system. Those categories are those that determine a country's image 
value index or Country Brand Index (CBI) of 113 countries. 
The country brand index measures the strength of all countries in the world based on their 
Gross Domestic Product; the monetary value of a country’s finished goods and services. It 
usually qualifies the best countries based on the Gross Domestic Product (GDP) and in line with 
the strength of perception. Each year, many countries qualify as a country brand and they are 
considered to have a competitive advantage over other countries. Country Brand Index also 
includes several aspects such as regional ranking, leading cities and towns, and top risers for the 
future. Also, a country’s brand is tied to the impact of the decision-making capacity for each 
country, while politics may play a part in the ranking, it is principally based on the productivity 
of the country. Brand analysis during the last two years of Obama’s administration and the first 
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two years of Trump’s administration shows that Cuba has been progressively improving their 
economic posture, which has enabled the country to appear in the brand index between these 
periods. 
One of the measures used in the brand index is tourism. Tourism is considered a global 
industry that plays an important role in the development of the economy and the subsequent 
increase in the domestic product. Cuba’s brand has been a key area of focus due to its highly 
politicized nature. In 2015/2016 and 2017/2018, Cuba’s global index recorded a gradual 
improvement. However, it is noticeable that President Obama’s diplomatic ties with the nation 
had an enormous influence on Cuba’s global ranking (Wiseman, 2019). In fact, the influence 
spread into the first two years of Trump administration. In the 2014/2015 country index report, 
Cuba failed to feature in the top 75 countries (Future Brand, 2015). However, it was ranked 48th 
in 2018/2019. The improved brand is attributable to Cuba’s diplomatic ties with the U.S. and 
positive media portrayal of the nation.  
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Figure 11. Country Brand index 2014-2015. 
 
 
Figure 12. Future Brand Country Index 2019 as Compared to 2014. 
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Figure 13:  Brand Country by region. From  
https://www.futurebrand.com/uploads/FCI/FutureBrand-Country-Index-2019.pdf 
 
 
Another measure used to determine Country brand index is heritage and culture. Every 
country has citizens with diverse characteristics when it comes to culture and heritage. In most 
cases, heritage and culture play an important role in promoting tourism that, in turn, brings about 
economic development. Cuba’s traditional destinations for sun and beaches offer an exuberant 
national character, enriched by a blend of race, which creates a unique culture that attracts 
tourists. Also, Cuba has well-preserved cities that feature architecture, hotels, fine arts museums 
that support the leisure industry. These factors have considerably contributed to economic 
development and an improved GDP influenced by tourists. 
A country good for business is also considered for a higher brand index. Cuba and the 
U.S. have been involved in business for the two periods of Obama and Trump’s administration, 
this has resulted in higher GDP and economic development. The media coverage of Cuba as a 
brand has pivoted between different perspectives in the period between the two presidencies. 
Cuba-U.S. Tourism and Nation Branding 55 
  
While, in the past, most U.S. media have concentrated on the political aspects of the Cuba story, 
an equally valuable avenue would be to look at Cuba instead as one of the listed countries in the 
country brand index and why most importantly, Obama made a significant impact in Cuban 
brand index based on the popularity and freedom to movement that has been associated with 
economic development and a considerably high GDP.  
Media Analysis 
 
Several newspaper articles were used to review the information. They were analyzed to 
explore how the media has portrayed the Cuban Brand through Cuba/U.S. relations with respect 
to tourism and entrepreneurial opportunities through qualitative content analysis and qualitative 
media analysis. 
To achieve this goal, the following categories were taken into consideration: 
1. Headline: The topic is highlighted as the headline, lead, or first paragraph of a 
news item, story, or article. 
2. Central: The topic was considered the central idea of the story, news item, or 
article, having a greater presence than other topics forming part of the journalistic 
narrative. 
3. Subordinate: The topic was mentioned in the story, news item or article, being 
subordinated to other issues with greater relevance. 
Before we move into the analysis, I think it is important to realize that the findings of this 
case study are organized to answer the second research question - How did the U.S. news media 
cover Cuba as a tourist destination and potential entrepreneurial opportunity during 2015-2016 
and 2017-2018? 
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Qualitative media analysis. 
Media Coverage after December 2014 Announcement. 
In this section, media coverage is explored in two ways: first, a general narrative detailing 
news coverage which portrays the easing of political tensions and its effects on tourism with the 
Obama Administration and Trump reversal of policy. Next, a more detailed qualitative coding 
analysis of a specific corpus of news articles is presented. 
After the U.S.- Cuban thaw of December 17, 2014, the media began presenting a more 
positive image of Cuba, especially as a tourist destination. To support this claim, this section will 
detail a content analysis of major media’s Cuban travel coverage, which combines news, 
entertainment, and advertising, and often includes portrayals of stereotypes, cultural frames, and 
political considerations. 
News about Cuba took on a major presence in both mainstream and alternative media 
organizations all over the world after the December 14, 2017 announcements with the re-
establishment of diplomatic relations. Although viewed from different editorial perspectives, the 
portrayal of Cuba as a new tourist destination became part of the media’s agenda, transmitted 
through news stories, opinion pieces, editorials, and advertorials. 
   The New York Times’s editorials of the weeks leading to the announcements helped to 
shape public opinion surrounding this topic. To a lesser or greater extent, the editorial flows of 
American media houses during the coverage were generated from Cuba and the U.S. through 
correspondents, contributors, or journalists who framed events, mediating audience perceptions 
in both countries. Partly because of the ‘echo chamber’ role of the media, the way Cuban and 
American societies see one another is colored by a dispute that dates back to the second half of 
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the nineteenth century. Media organizations affect public opinion by developing collective 
attitudes about public affairs. 
American media have a long-standing relationship with tourism. That’s why both bad and 
good publicity about Cuba has been generated from the U.S. in recent decades, depending on the 
historical period and the business model and editorial agenda of media organizations. 
A Washington Post editorial on December 17, 2014 (“Obama gives the Castro regime in 
Cuba an undeserved bailout”) demanded that commercial restrictions over the island be 
maintained, naming the new initiative an “undeserved bailout” for the Cuban government. 
Further, the editorial stated that diplomatic relations will be established, Cuba’s place on the list 
of terrorism sponsors reviewed and restrictions lifted on U.S. investment and most travel to 
Cuba. That liberalization will provide Havana with a fresh source of desperately needed hard 
currency and eliminate U.S. leverage for political reforms. 
Another example is a Miami Herald editorial from December of 2014 stating that 
President Obama promised that the U.S. would not relent in efforts to help the Cuban people: 
“We are calling on Cuba to unleash the potential of 11 million Cubans by ending unnecessary 
restrictions on their political, social, and economic activities. That should remain the guiding 
principle of American policy toward Cuba, with or without sanctions” (“New day for Cuba–U.S. 
relations”, Miami Herald, December 17, 2014). 
An article in The Wall Street Journal, also published on December 17, 2014 (“U.S. 
companies consider the possibilities of Cuban trade; normalizing diplomatic relations is one 
thing, but lifting the embargo is another”) provides some insights into the American 
entrepreneurial sector’s increasing interest in investing in the island. 
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Media Narrative 2015-2016: Obama Administration. 
Tourism branding and advertising are based on narratives used to promote a tourist 
destination. In most cases, the story associated with a place becomes an important component of 
the promotion campaign (Davis, 2016a). Such stories are critical in increasing attractiveness 
since they trigger different emotions in the audience (Baker & Archibold, 2015). Different media 
in the U.S. have branded the Cuban travel experience in various ways. Additionally, specific 
legal and political changes have occurred between the last two years of the Obama 
administration and the first two years of the Trump administration during 2015-2016 and 2017-
2018. These changes are based on the different diplomatic relations that have been established by 
these administrations but directly impact both the ability of Americans to travel to Cuba and the 
various media narratives about the Cuban travel experience. 
President Obama’s visit to Cuba brought a significant change in the country’s tourism 
industry. According to Davis, (2016b), Obama’s visit is considered historical since the last U.S. 
president to visit Cuba was in 1928. The main aim of Obama’s visit was to restore diplomatic 
relations, but this had already taken place in summer 2015 between the two countries (Davis, 
2016b). The visit gave rise to more than three million American citizens visiting Cuba in the 
previous year which has led to over a 40% increase in U.S. visitors.  
According to Burnett (2016a), this number was expected to increase to 10 million 
American tourists in the coming years. Additionally, the rise in the number of visitors has 
resulted in a shortage of hotel rooms to accommodate the millions of new visitors. The Cuban 
tourism industry has been able to increase the cost of accommodation by 55 percent (DeYoung 
& Eilperin 2016). Therefore, these visitors have had a great impact on the tourism industry in 
Cuba. 
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According to Burnett, (2016b), tourism makes a major contribution to Cuba’s economy. 
Specifically, in 2015, it contributed to 14.1% of the Gross Domestic Product. This is expected to 
rise by about 4.3% per year in the coming years (Eilperin & DeYoung, 2016). Moreover, 
investment projects have found roots in the Cuban economy in which over 50 investment 
projects are underway to enhance tourism in Cuba (Eilperin & DeYoung, 2016). 
 Americans have shown investment interest in Cuba making the country one of Airbnb’s 
fastest-growing markets (Davis, 2016c). As of 2016, Cuba was able to offer over 3700 rooms at 
an average cost of $48 per night (Davis, 2016c). For example, a day before Obama’s visit, 
Starwood Hotels and Resort signed a deal to become the first American hospitality company to 
run a chain of hotels in Cuba; AT&T declared its intention for the expansion of equipment and 
infrastructure for mobile services; Google announced that it wants to improve internet access in 
Cuba (Burch, Smiley & Viglucci, 2016). Therefore, several transformations to improve the 
tourism industry in Cuba resulted from Obama’s visit. 
The Cuban government established confidence in its tourism industry after the Obama 
visit. The government kept tabs on the pace of changes that have occurred since the visit and has 
established more success in the industry. Davis (2016d), mentioned that while most people 
believe that the visit was to bring about change in Cuba, the visit was rather less about Cuba and 
more about America’s effort to restore the relationship with Cuba and to move out of enmity 
between Cuba and the U.S. ("Protesters against Obama's Cuba trip take to streets in Little 
Havana", 2016).  
Moreover, the visit was meant to lift the trade embargo and a promise to the Cuban 
people that America is not a hostile nation seeking change but rather a nation that wants to 
establish a relationship for better deals now and in the future (Garvin, 2016; New Rules on 
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American Travel to Cuba Include Cruise Ban, 2017). Therefore, besides the creation of stronger 
tourism between the countries, Obama’s visit also meant to remove the trade embargo. 
Based on changes in diplomatic relations, tourism boomed in Cuba after the changes of 
the Obama administration. It has resulted in two big international shocks to the Cuban economy 
(Whitefield, Clark & Flechas, 2016a). There has been a slow but progressive tightening of 
Cuba’s foreign exchange budget that has been high in 2016. Over the past few years, most 
countries lost interest in Cuba and in subsidizing the Cuban economy. However, after diplomatic 
relations and strengthening the Cuban tourism industry, countries like Venezuela developed a 
renewed interest in Cuba for one reason - the development of the tourism industry that according 
to Sablich (2019) and Rodriguez (2018), was able to increase foreign exchange earnings. 
Another positive aspect that was evidenced in December 2014 was the fact that Obama’s 
administration relaxed restrictions on U.S. travel to the Island (Whitefield, Clark & Flechas, 
2016b).  
This led to a relative flood of US visitors to Cuba that for decades was restricted. In 2015, 
the number of visitors increased from 91,000 in 2014 to 161,000 in 2015 and the number was 
projected to 300,000 by 2016 ("Growth in the Cuban market could help the Caribbean as a 
whole", 2017). Conversely, the number of Cubans visiting America increased to nearly 300,000 
in 2015 due to relaxed travel rules (Shear, 2016; Rudalevige, 2018). Thus, Obama’s 
administration brought about several changes following the lifting of the travel ban. 
Cuba’s capacity for tourism growth is based on the many sights and attractions that exist 
in the country. According to Stolberg, (2015), the neighborhood of Old Havana abounds in 
marvelous colonial squares containing many architectural gems awaiting renovation for tourism. 
The World Heritage Site of Colonial Havana remains one of the sites on the island that attracts 
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tourists. Besides, Cuba has endless stretches of beaches that are protected by natural bays and 
sand bars and islands that are already attracting millions of tourists from all walks of life 
(Stolberg, 2015). Additionally, the country has towns that are good for adventurers, protected 
parks, coral reefs, and ecological reservations. All these features have been used by different 
media to brand tourism in Cuba and have been associated with an increasing number of visitors 
each year. Therefore, the development of the tourism industry is portrayed as not relying directly 
on diplomatic talks between the U.S. and Cuba but is rather based on the beautiful features that 
Cuba has to attract tourists. 
Cuba and the U.S., though separated by about 90 miles of water, have been rivals for over 
five decades blocking several opportunities for both of them. Both Cordoba (2019) and Luhnow 
(2019), mentioned that the two countries are ready to resume diplomatic relations that would re-
establish embassies on each other’s territory.  
According to Pace and Weissenstein (2016), in as much as the embargo has had little 
effect on Cuba’s regime, diplomatic relations will encourage more engagement that is effective 
in promoting reforms at the end. Thus, there is a future for the two nations. 
The Obama administration aims to cut loose the shackles of the past to make a better 
future for the two nations. McCartney (2019), presented that the U.S. and Cuba clashed severely 
in various past instances. Following the communist revolution, it is reported that the U.S. backed 
the assassination of Castro as well as the placement of the Russian missiles in Cuba that gave 
rise to the nuclear war in 1962.  
Successive American presidents, both Republican and Democratic, did not resolve the 
enmity until President Obama decided to change the economic embargo against Cuba. The action 
by President Obama brought different reactions among the people. According to "Opinion | 
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Prince Charles Is Following President Obama’s Poor Example", 2019 article, Cuba had been a 
dictatorial regime with a disastrous human rights record; since Obama rewarded the dictators, 
Cuba became a free nation where anyone can visit for its beautiful tourist attraction sites that 
serve to intertwine economic benefits among the two nations. Therefore, the diplomatic relation 
was much a benefit to the Cubans themselves. 
The diplomatic relations established in the Obama administration led to an evolutionary 
new Cuba. As mentioned by "Opinion | The U.S. Bears No Blame as Cuba Starves on Its 
Policies", 2019) and "Opinion | Tourism in Cuba Supports a Repressive State", 2019, liberty and 
democracy were things of the past for Cubans. It was for the good of the respective citizens who 
were under a dictatorship in Cuba. No one could have an interest in touring Cuba due to political 
instability. It was obvious that things could change after the diplomatic talks between the two 
countries. 
 Afterward, Cuba changed several of its policies and received acclamation from different 
personalities such as Pope Francis. In his congratulatory message, the latter mentioned that he 
supported the initiatives that both Cuba and the U.S. will undertake to strengthen their respective 
bilateral relations and promote the wellbeing of their citizens. One of the changes in policy was 
the resumption of a formal diplomatic relationship. Another major change was the eased issuance 
of travel licenses for trips based on several categories including family visits, official business, 
journalistic activity, both professional research and professional meetings, educational activities, 
religious activities, humanitarian projects among others ("Opinion | Tourism in Cuba Supports a 
Repressive State", 2019). 
 The approach could increase the influx of visitors to Cuba and the U.S. considerably. 
Therefore, the fact that the Cuba government would allow multiple categories of U.S. persons to 
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visit its territory, provided evidence that almost all individuals are welcome to visit Cuba, which 
has enhanced the Cuban tourism brand considerably. 
Cuba has strengthened its telecommunications strategies following diplomatic treaties 
signed by the Obama administration. Information technology, telecommunications, and Internet 
access have been steady in growth, expanded within the country and beyond its borders which 
have effectively benefited tourism. Such developments have also been aided in Cuba by the so-
called “grey market,” also known in Cuban slang as La Lucha, allowing economic activities to 
happen without the direct control of the state ("President Obama’s Historic Trip to Cuba", 2019). 
 Communications have been improved by the large-scale entry of digital devices into the 
country from the U.S. and sold informally. The devices are mostly brought to Cuba in a “suitcase 
economy” in which relatives staying in the U.S. bring foreign goods with them to Cuba 
(Caldwell & Pace, 2017). 
 Similarly, both Americans and Cubans exploit their travel experience to set up different 
distribution networks that can enhance communication among themselves. Thus, through 
communication, Cuba can establish effective relations among its tourists. 
Media Narrative: 2017 – 2018: Trump Administration. 
According to DeYoung (2019), the Trump administration reversed many of the decisions 
made during Obama’s administration concerning diplomatic relations between Cuba and the U.S. 
According to articles by Davis (2017a) and Weissenstein (2019b), Trump refers to Obama’s 
decisions as “terrible and misguided.” One of the policies that Trump found misleading and that 
needed to be revised was the one that sought to curb commercial dealings with the Cuban 
government in Havana and to limit the freedom of U.S. citizens to travel to Cuba ("Carnival 
Lowers Profit Outlook, Cites Ban on Cuba Cruises", 2019). 
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 While the full contours of Trump’s new policy remain unknown, he has demanded the 
immediate replacement of Obama’s last policy changes claiming that such policies were never 
necessary and they did not help anymore (Weissenstein, 2019a). Trump’s decision attracted 
different ideas from diplomats who criticized the proposed reversal of the policy set by Obama. 
Similarly, Ermer (2017) and Torres (2018) mentioned that some people were for the Trump 
argument since the diplomatic relations between the two nations tended to benefit one side, that 
being Cuba which provided nothing in return when it came to economic development and 
opportunities for trade and investment (Salomon, Riechmann & Lee, 2019). Thus, the conflict 
between the two administrations has affected the relationship between the two nations 
considerably. 
According to the news by Eilperin & DeYoung (2016) and Whitefields (2018a), the 
changes proposed by the Trump Administration were minor in scope but had a great 
symbolic/media impact for both countries. One of the changes was to restrict the ability of 
Americans to travel to Cuba as easily. In as much as the businessmen could still conduct licensed 
trade in Cuba, the Administration barred dealings with more than 180 firms that are controlled by 
or associated with the Cuban military (Schwartz, 2017a; Whitefield, 2017). News presented by 
Faiola (2019), stated that the Cuban Armed Forces has control of the Cuban economy and that 
the Army controls the tourism industry in that several hotels belong to the military; this was the 
core of Trump’s argument related to travel.  
According to Davis (2017b), Trump argued that this was a form of communist oppression 
since the money collected through tourism would go directly to the military or the intelligence 
services, which contradicted the goals for diplomatic relations; to stand up to “communist 
oppression.” Therefore, the Trump administration opposed the U.S. travel to Cuba due to 
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exploitation by the military who benefit from the tourism money. Such a position on the part of 
the Trump administration led to a fall in U.S. tourism in Cuba (Bravin, 2018). 
Similarly, the news presented by Glusac (2017) mentioned that the new policy by the 
Trump Administration would prohibit transactions that involve the Cuban military that controls 
the economy. Since the military-controlled the tourism sector, the policy barred U.S. citizens 
from staying in military hotels, although they could stay in any other civilian hotel or private 
home. According to Faiola (2018), over the past several decades, travel has been prohibited to 
Cuba, however, Americans could travel in groups for different purposes such as education, 
religion, and sports among others (Salsberg, 2019; Whitefield, 2018b).  
The Obama Administration permitted so-called “self-directed travel” i.e. organized by the 
individual traveler or what is known as “people-to-people travel” (Harris, 2017). In the Trump 
Administration, self-directed travel was abandoned in favor of travel in groups only. Moreover, 
the new policy provided for stricter enforcement by the Department of the Treasury to audit 
whether the Americans are strictly doing what they are expected to do in Cuba (Harwell & 
O'Connell, 2017; Whitefield & Torres, 2018). Thus, the Trump Administration will negatively 
affect the travel experience in Cuba changing the previous branding presented by these media. 
Even though most parts of the Obama policy will remain untouched, such as maintenance 
of the diplomatic relationship, Mzezewa (2019a) mentioned that the new policy will infringe on 
Cuba more than the U.S. According to the article "Ban on U.S. cruise trips to Cuba will hurt the 
private sector on the island" (2019), that included opinion from some of the diplomats, Cuba is 
contributing very little to the U.S. and some myths have been seen in the description of the type 
of relations between the two countries. Based on the news by Mzezewa (2019b), Obama rescued 
the Cuban regime from political and economic collapse evidenced by the collapse of Venezuela.  
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The diplomatic relationship led to a high influx of Cubans in America. Other news 
articles such as ("In Miami, Trump toughens Obama Cuba policy 'like I promised'", 2017), 
argued that, while the U.S contributed to the economy of Cuba, it was at a very small percentage 
as most U.S. investments are prohibited in Cuba except for telecommunications. Another 
argument raised by Mzezewa (2019) is that the Cuban people do not benefit from the tourism 
industry which is the highest contributor to the economy. It means that the claim that America is 
damaging the welfare of Cubans is not true since the tourism industry is managed by the military 
rather than the government (Hohmann, 2019; Dinan, 2018). Therefore, while there are different 
arguments from people concerning the worth of diplomatic relations established between the U.S 
and Cuba, it is true that Cuba is benefiting more than the U.S. 
The new Cuba travel restrictions affected American travel to Cuba considerably with the 
Trump Administration. In recent years in the new Administration, Trump issued several rules 
that restrict travel to Cuba. In the policy, he eliminated the cruise ship visits and people-to-
people trips that were initiated during Obama’s administration (Kessler & Lee, 2016; Rodriguez, 
2019a, Rodriguez, 2019b). It does not mean that Americans cannot now travel to Cuba, and the 
door to Cuba is still open, but rather with restrictions. The main aim of the restrictions is to stop 
mass tourism by cruise ships (Koenig & Licon, 2019; Lee & Weissenstein, 2019). The restriction 
will be a big blow to the Cuban people since the number of people traveling will shrink 
significantly, thereby causing harm to the Cuban economy (Attanasio, Spagat & Weissenstein, 
2019; Fung, 2018). Specifically, the regulations will disrupt the travel of nearly 800,000 people 
who were aboard cruise ships with itineraries that are already underway ("New rules help clear 
away confusion about Cuba travel", 2017).  
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Additionally, the U.S. travelers are directed to use private hotels and agencies while in 
Cuba and to avoid completely the services of the Government which is controlled by the 
military. Thus, while there is still an opportunity to travel to Cuba, the media has branded such 
travel as being complicated, where the majority of people with plans to travel to Cuba will 
reconsider and may cancel their trip. 
President Trump’s hardline approach to Cuba has also been presented by some media as a 
big mistake and an opportunity to increase Russian influence on the island. In 2017, a news 
article "Trump recasts Cuba policy, takes a harder line than Obama on travel"(2019) mentioned 
that the Trump Administration eroded all progress that had been made by the Obama 
administration when it comes to foreign policy relations with Cuba. The policies proposed by the 
Trump Administration are highly risky for the U.S. and they may open the door to Russia’s 
influence in Cuba, especially at this time when Russia is reemerging as a geopolitical foe of the 
U.S. 
 It is evidenced that the failure of the U.S. to soften its approach and policy toward Cuba 
has allowed Russia to maintain a renewed and close relationship with the island especially during 
the challenging periods (Sachs, 2019; Superville, Weissenstein & Lederman, 2017). Besides, as 
the Russian economy grows, so does that of Cuba due to new Russian investment in Cuba. 
Moreover, will be a high influx of tourists from Russia to Cuba and this will as well stabilize the 
tourism industry of Cuba as well as the economy which relies significantly on tourism ("Trump 
restricts travel, remittances under new Cuba policy", 2019). Thus, based on the Trump 
Administration’s policies, there is a good chance that other nations such as Russia will have 
opportunities to enter Cuba to the benefit of both countries. 
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According to the news by Sampson (2019), cracking down on tourism to Cuba is a big 
mistake for the Trump Administration. The decision is presented as hypocritical since the 
decision followed efforts by representatives of the Trump Organization to drum up business in 
violation of the law and after conditions became worse for the company ("Maine senators join 
push to grow US ag sales to Cuba", 2019). Unlike the presentation of Obama’s administration in 
the news ("Trump's Cuba visa, travel policy means more family separation", 2019; Geltzer & 
Katyal, 2018), in which more than 30 percent of the Cuban economy was privatized such as the 
tourism sector, which was seen to improve the well-being of the Cubans, the Trump 
Administration ended the expansion of the emerging private sector in Cuba (Rodriguez & 
Weissenstein, 2019). 
 The article also emphasizes the fact that the engagement by the Obama Administration 
served to create conditions in Cuba whereby citizens were allowed to be able to travel, own 
passports and even to run small private businesses, work in private companies, and enjoy the 
benefits of the growing tourism environment in Cuba (Schwartz, 2017b). Moreover, unlike the 
Trump administration, the Obama Administration understood that embargoes and boycotts do 
nothing to improve relations between Cuba and the United States, which was the main aim of 
diplomatic relations (the U.S. makes visiting Cuba easier for Americans, 2016). Thus, as a result 
of the Trump Administration, the American people have been deprived of freedom of movement 
due to self-interest that has not only affected the Cuban economy but has also broken the 
previous ties that had already been built during Obama’s administration. 
According to the news "U.S. business, travel slow in wake of Trump's Cuba policy", 
(2019) in the Miami Herald, the brand promotion and advertisement of tourism in Cuba is 
related to the aims and objectives of travel. While most Americans view visits to Cuba as a non-
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issue, restrictions imposed on travel could be the best approach to discover the meaning of such 
travels to Cuba. Additionally, "What travelers need to know about Trump's new Cuba policy", 
(2016), mentioned that this is the reason why two important categories of travel were eliminated 
in the new policy by Trump; cruises and self-directed people-to-people travel which merely 
require interaction with the local population.  
Allowing travel in approved categories such as family visits, educational purposes, 
athletic completion, and professional conferences enhance support for the Cuban people 
(Francovich, 2019). Besides, before an individual might travel, it is important to know what is 
entailed in the new regulations that have been put in place, many of the news articles provide a 
summary of the travel restrictions as they were announced, some newspaper authors such as 
Schwartz (2019) explain the reasons why such policies were established.  
It is clear from ("With Cuba tourism boom, many question if Trump will change policy", 
2017; Harpaz, 2016) that there are some government-owned entities that have been restricted and 
blacklisted because they are managed by the military, including some of the many hotels, 
restaurants, and tour companies. Travelers are only allowed to occupy private hotels or private 
homes, and no one is permitted to or do business with such entities that have been blacklisted 
(Torrens, 2019).  
Another new category that has been used by different media for branding is the support-
for-the-Cuba-people category. As the name suggests, these U.S. visitors must somehow promote 
support for civil society in Cuba and interact directly with the locals. The main reason for 
establishing the group is to bring out a meaningful interaction with residents and to promote 
independence from Cuban authority (Skousen, 2019). 
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 One-to-one interaction with the local Cuban population would mean that the visitor will 
sleep in the local hotels owned by private companies and individuals, eat food from the local and 
private restaurants, and support entrepreneurs who have launched their businesses in Cuba 
(Mead, 2019). Moreover, some groups of people may visit as representatives of non-
governmental organizations to build schools, roads, and other infrastructure as well as social 
amenities for the locals. It is also possible to rent bikes and ride to various museums, such a type 
of visitor is encouraged to visit Cuba since they promote local businesses and citizens without 
using government resources since they are mainly managed by the military. 
Moreover, some of the newspaper articles, such as Talley (2019), explain Cuba travel 
based on some specific activities that are approved and those that are not approved by the 
government. The Trump Administration does not permit stays in hotels and bike rentals to visit 
neighborhoods and beaches. While the U.S. government aims to promote independent activities 
with local Cubans, none of these activities are intended to strengthen the relationship with the 
Cuban people. According to Salama (2019), while Cuba Educational Travel category may seem 
similar to the people-to-people travel category, it goes beyond interacting with local people only. 
 It involves helping people gain knowledge about a particular concept, such as democratic 
values, or more financial resources from paying for accommodation fees and eating their food. 
Washington (2019) and McBride (2018) have different arguments when it comes to considering 
the group-to-group travel category in both the Obama and Trump administrations ("Cuba will 
finish 2018 with a slight increase in tourism", 2018). Although the new Trump policy severely 
limited the people-to-people travel category, certain aspects provide opportunity. For example, 
the new policy required that traveling groups pay directly to local performers. This is a way of 
giving back to the local population and improving their livelihood. 
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Quantitative Content Analysis  
The tables presented in this analysis contain the overall and specific results based on the 
80 stories and articles derived from the aforementioned media between (2015-2016) and (2017-
2018). 
 
Table 5 
Headline, Central and Subordinate of Entrepreneurial Opportunity (EO) and Tourist 
Destination (TD) in the New York Times, Wall Street Journal, Miami Herald, Associated Press, 
and the Washington Post as a percentage for Obama Administration (2015-2016). 
 
 
 
 
 
 
 
 
Table 6 
Headline, Central and Subordinate of Entrepreneurial Opportunity (EO) and Tourist 
Destination (TD) in the New York Times, Wall Street Journal, Miami Herald, Associated Press, 
and the Washington Post as a percentage for Trump (2017-2018) Administration. 
 
 Headline (%) Central (%) Subordinate (%) 
 EO TD EO TD EO TD 
NY Times 20 18 8 6 61 65 
Wall Street Journal 24 6 10 6 65 40 
Miami Herald 30 23 15 10 37 20 
Associated Press 21 11 23 8 53 39 
Washington Post 7 8 4 10 67 68 
 
 Headline (%) Central (%) Subordinate (%) 
 EO TD EO ED EO TD 
NY Times 21 18 7 5 60 65 
Wall Street Journal 24 5 11 6 67 40 
Miami Herald 30 24 15 10 37 20 
Associated Press 22 11 23 7 53 40 
Washington Post 6 8 4 10 66 68 
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Table 7 
Table showing the overall percentage of media out of the 80 sources used 
 
Media/Percentage  Percentage of 
the Total % 
Traditional 
News% 
Op-eds 
% 
Published 
2016-2017 
Published 
2014-2015 
The Washington Post 20 20 0 10 10 
The New York Times 20 20 0 10 10 
The Miami Herald 20 20 0 10 10 
The Associated Press 20 20 0 10 10 
The Wall Street Journal  20 20 0 10 10 
 
 
Table 8 
Headline, Central and Subordinate of Entrepreneurial Opportunity (EO) and Tourist 
Destination (TD) in the New York Times as a percentage. 
 
Media 
organization  
Headline (%) Central (%) Subordinate (%) 
New York Times  EO TD EO TD EO TD 
21 18 7 5 65 60 
 
 
 
 
 
 
Figure 14. New York Times Focus on Cuba 
53%47%
New York Times Focus on Cuba 
TOTALS EO TOTALS TD
Cuba-U.S. Tourism and Nation Branding 73 
  
 
● Based on table 5, the evidence suggests that Cuba was presented as a business 
opportunity more often than as a Tourism Destination in the New York Times news 
articles. Most importantly, most of the news articles supported the Obama policy and 
diplomatic relations with the Cuban government since it was a milestone to expand 
business opportunities. This is evidenced in table 5 with high percentage in EO. 
● Generally, the evidence suggests that the diplomatic relation enhances business 
opportunities in Cuba more than as a tourism destination. While tourism was the main 
motivation, business was enhanced as compared to tourism as both locals and tourists 
were benefiting. 
● Almost all the stories provided in the New York Times that talk about both the business 
opportunity and tourism destination were based on the idea of enhancing the economy of 
Cuba. While the Trump policy came to influence the economy by restricting travel to 
Cuba, it was at a time when the Cuban economy had been rejuvenated from sinking and 
there was not much effect from the new policies that his Administration implemented. 
● All the news pertaining to Cuba as a business opportunity and as a tourism destination 
considered the embargo policy to be outdated and an obstacle to trade during 2014-2015 
and are trying to eliminate it as a way to establish relations between the two nations. 
● As compared to other media organizations, the New York Times was most quoted by all 
the media between the two periods of President Obama and Trump. 
● Specifically, during 2015, the New York Times mostly published news and stories that 
talked about enhancing trade and tourism between the two nations. For example, in an 
article published in 2015 in New York Times titled “Starting Friday, U.S. Will Ease 
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Restrictions on Travel to Cuba” and “Culture Gap Impedes U.S. Business Efforts for 
Trade with Cuba” indicates the prevalence of the topic in this source.  
● In one of the articles, “Starting Friday, U.S. Will Ease Restrictions on Travel to Cuba,” 
the first paragraph shows the relevance of the article to the tourism destination “…but the 
U.S. did not make it easy for Americans hoping to visit. They had to justify their trips to 
a government agency, apply for licenses, sign up with a company organizing”. 
 
Table 9  
Headline, Central and Subordinate of Entrepreneurial Opportunity (EO) and Tourist 
Destination (TD) in the Washington Post in percentage. 
Media 
organization Headline (%) Central (%) Subordinate (%) 
Washington 
Post 
EO TD EO TD EO TD 
6 8 4 10 66 68 
 
 
 
 
Figure 15. Washington Post Focus on Cuba 
 
● About 6 percent of all stories published in the Washington Post during the two periods 
2014-2015 and 2016-2017 consider Cuba as a tourism destination more so than a 
53%47%
Washington Post Focus on Cuba 
TOTALS EO TOTALS TD
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business opportunity. The articles emphasize the Obama policy as a way to strengthen 
tourism rather than trade. 
● Based on the news and letters to the editor published in the Washington Post over both 
the periods emphasizes more Obama’s approach to promote tourism. And, to the 
contrary, Trump’s policy restricted different categories of travel to influence tourism 
destination. Conversely, Trump promoted business opportunities since the article 
presented that the tourists were not allowed to use government resources which were 
managed by the military but rather use local resources to promote business. 
● 66 percent of the news articles over both periods also talk about business opportunities 
since most of the America organizations are presented to have an interest in doing 
business in Cuba. Some of the companies mentioned in the Washington Post include 
telecommunication, agriculture, and conglomerates. 
● Concerning tourism, the article titled “Trump administration ends group travel to Cuba 
by Americans” talks about ways of restricting people traveling to Cuba. It mentioned that 
travelling to Cuba should be motivational, such as for research, education, and sports 
rather than travelling to leisure. 
● The news articles also presented the constraint that the new Trump’s policy places on 
traveling to Cuba. The article titled “Why President Trump’s hardline approach to Cuba 
is a mistake,” mentions that most opportunities will be restricted for both the U.S. and 
Cuba such as economic development. 
● Before the Obama diplomatic initiative, the Washington Post reported that Cuba’s 
economy was very poor and that the step made by Obama was a great improvement to the 
country. 
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Table 10 
Headline, Central and Subordinate of Entrepreneurial Opportunity (EO) and Tourist Destination 
(TD) in the Wall Street Journal in percentage 
 
Media organization Headline (%) Central (%) Subordinate (%) 
Wall Street Journal online edition 
EO TD EO TD EO TD 
24 5 11 6 67 40 
 
 
 
 
 
Figure 16. Wall Street Journal Focus on Cuba 
 
 
● Since the Wall Street Journal is principally aimed at entrepreneurs and businesspersons, 
the evidence suggests that the content in articles about diplomatic talks between the U.S. 
and Cuba focused on business opportunities. Based on table 3, the evidence suggests that 
67% of all articles presented Cuba as a business opportunity, which is much higher than 
those that presented it as a tourism destination (40 percent). 
53%47%
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● The content presented in the articles focuses on all of the business opportunities and 
influence from the government and external forces such as Obama and Trump’s 
administrations. 
● The Obama and Trump policies influence trade considerably in Cuba based on the online 
journals published by this media source. The Obama administration established policies 
that allowed all categories of Americans and Cubans to travel freely and trade across the 
borders, this approach strengthens the business and the economy at large. However, 
Trump’s administration restricted travel and trade between the two countries that resulted 
in a considerable deterioration of the economy. 
● Based on the articles published in the WSJ, tourism as a destination in Cuba was a non-
issue. During the period considered (2014-2017), a very small percentage of the articles 
published by this particular news outlet talked about tourism. 
 
Table 11 
Headline, Central and Subordinate of Entrepreneurial Opportunity (EO) and Tourist 
Destination (TD) in the Miami Herald as a percentage 
 
Media 
Organization 
Headline (%) Central (%) Subordinate (%) 
Miami 
Herald 
EO TD EO TD EO TD 
30 24 15 10 37 20 
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Figure 17. Miami Herald Focus on Cuba 
 
 
● The Miami Herald news media mainly presented Cuba as a business opportunity as 
compared to tourism destination. This can be seen in table 4 that present EO as 37 
percent against TD at 20 percent. The media concentrates mostly on the influence of 
business opportunities in specific towns. 
● In as much as the business opportunity was discussed in several instances, most headlines 
in the Miami Herald interestingly talked of Cuba as a tourism destination. 
● Tourism destination influences business opportunities to a greater extent since it is 
because of tourism that business was influenced. Several articles reported on the impact 
that tourism brought to trade in both Cuba and U.S. Increase in tourism in Cuba 
considerably increased business opportunities. 
● In the report titled “In Miami, Trump toughens Obama Cuba policy 'like I promised',” 
business opportunities were toughened by restricting travel opportunities. 
● Obama’s policy is presented as an approach that strengthens both business opportunities 
and tourism while on the other hand, Trump’s administration made things difficult in 
both cases. 
53%47%
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Table 12  
Headline, Central and Subordinate of Entrepreneurial Opportunity (EO) and Tourist 
Destination (TD) in The Associated Press as a percentage 
Media 
organization 
Headline (%) Central (%) Subordinate (%) 
The 
Associated 
Press 
EO TD EO TD EO TD 
22 11 23 7 53 40 
 
 
 
 
Figure 18: The Associated Press Focus on Cuba 
 
 
● Over 50 percent of the stories in The Associated Press presented Cuba as a business 
opportunity while 40 percent presented Cuba as a tourism destination as can be shown in 
table 5. 
● As a business opportunity, Cuba could establish a greater expectation than as a tourist 
destination since this was the most preferred need for diplomatic relations. 
53%47%
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● Most of the topics regarding Obama’s diplomatic relations with Cuba made headlines 
several times during the period considered. The Associated Press presented news on the 
need for development within the two nations, this could be achieved through business 
rather than trade which would benefit Cuba only. 
● Eight of the articles reported by The Associated Press considered Obama as a game 
changer for the Cubans through enhancing business opportunities in its economy. 
Specifically, most organizations including Google were established in Cuba after the 
diplomatic relations to enhance business. 
● Generally, Cuba was reported as a business opportunity by The Associated Press more 
than being a tourist destination. 
In summary, the American online news coverage on Cuba as a tourist destination has focused 
on reporting the new political and economic scenario between the island and the U.S., as well as 
publishing information, and hence widening knowledge about Cuba’s tourist spots by using 
different journalistic genres and advertorials. The coverage has attracted multiple storytellers – 
journalists, contributors, and skilled narrators who have first-hand impressions of visits to the 
island – making every traveler a potential storyteller. 
The portrayal of the island as a business opportunity and tourist destination in the American 
online media was, by and large, favorable, even though opinions about the rapprochement 
between the U.S. and Cuba were not homogeneous. 
Regarding business opportunities, potential areas for investment such as agriculture, 
telecommunications, construction materials, ports, public transport, aviation, cruise ship 
companies, and the hotel industry were identified. The majority of stories and articles focused on 
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the benefits Cuba might take from the U.S., keeping the unbalanced economic relationship in 
mind. 
In general terms, travelling to Cuba is portrayed as a less conflictual issue than doing 
business there, considering the severe restrictions imposed by the embargo policy. Moreover, the 
portrayal of Cuba as a tourist destination was linked to some preconceptions such as the fantasy 
of classic American cars, the island “frozen in time”, or the expected “tsunami” of American 
tourists heading to the island. Cuba is described as likely to become an important new holiday 
destination for Americans and a real competitor for other resort areas around the Caribbean. 
The coverage of U.S.–Cuba detente during the period analyzed was characterized by a 
notable number of editorials reinforcing the point of view of media organizations.  
Excluding global news agencies such as Associated Press or Reuters, most of the news flow 
concerning the U.S.–Cuba thaw came from media organizations based outside Florida, such as 
the New York Times, the Washington Post, and the Wall Street Journal. 
The portrayal of Cuba as a tourist destination was, on the whole, framed by political 
considerations, confirming the influence of political interests and forces on the rapprochement 
between these two neighboring countries. 
The potential scenario for business made more headlines than the appeal of travelling 
freely to Havana because the embargo has a greater effect on initiatives to encourage trade and 
commerce between the two countries. 
 
Thematic Analysis (Subject Matter Expert Interviews) 
 
To gain additional perspective on U.S. Cuban relations and tourism in answer to the third 
research question, a series of brief subject matter expert interviews were conducted through a 
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brief online questionnaire on Cuba’s “brand” and its overall tourism strategy explaining the 
connections politics, tourism, and the media.  
Recent changes in U.S.-Cuban relations and impact on tourism. 
Most of the interviewed experts mentioned that the international relationship based on 
political, economic, and commercial aspects have considerably contributed to the decline in 
tourism between the two countries. Specifically, Mark Entwistle stated in his interview response 
that the bilateral political relationship between the U.S. and Cuba has affected tremendously 
moving in and out of both countries, and most specifically tourism as a sub-set. Cuba is a 
member of a very small club of nations to which U.S. citizens are banned from travel as tourists 
by their own government, rather than the receiving country. The two nations severed ties in 
January 1961 in which the U.S. administration broke diplomatic relations with Cuba. This 
affected the number of tourists moving in and out of the both countries. Mark also mentioned 
that while most of the tourism to Cuba comes from U.S., the effect on international tourism will 
not be greatly impacted. John Kirk also agreed that international relationship has affected the 
tourism sector in Cuba. He mentioned that the transition in power from Obama to Trump 
considerably affected the tourism industry since Trump restricted all the travel freedom that 
Obama created between these two countries in 2015. This will also have a considerable negative 
effect on the economy of Cuba. John Kirk also mentioned that the relationship between U.S. and 
Cuba does not have much influence in wider international relationships towards Cuba. Similarly, 
Ted Henken, Richard Feinberg, Jose Luis Perello, Emilio Morales, Alex J. Rosenberg share an 
opinion that the relationship has affected the tourism industry with several restrictions that 
prevent tourists from using specific resources such as Military Hotels that directly affects the 
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Cuban economy. Besides, many people are also prevented from traveling to Cuba or are rather 
restricted from doing so. 
Media Biases, the image of Cuba as portrayed by U.S. media. 
         Media plays a critical role in relaying useful information to the public. In his interview, 
John Kirk mentioned that the image of Cuba is projected in the U.S. media projected negatively. 
The media mention that Cuba has a low level of education, which can be changed easily. Also, 
Mark Entwistle stated that there is a balance in an academic publication that contradicts the 
notion that Cuba has a low level of education. Ted Henken said that the media have been positive 
in presenting political news for Cuba, however, they have been negative in the tourism brand 
image. Mark Entwistle also said that it depends on the period of the news to demonstrate whether 
the image is positive or negative. Before the Obama Administration, which brought about the 
restoration of the relationship between these two countries, there was less information, and in 
which Cuba was portrayed as negative politically. During the Obama Administration, the image 
was generally more positive as an approach to drive a new travel industry and to enhance 
business and economic development among these two countries. Moreover, Richard Feinberg 
noted that the U.S. media are bifurcated, where conservative media generally present a negative 
image of Cuba. He went further to state that liberal media is more positive in portraying the 
Cuban image. The liberal media image tends to promote tourism which is a good gesture 
especially after the Obama Administration established relationships between the two nations. In 
an interview conducted with Rosenberg through email, he stated that the image is anti-Cuban due 
to the negativity that the U.S. media is portraying. He stated that “the media image of Cuba is 
anti-Cuban”.  
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           Most media outlets take the point of view given to them by the U.S. government unless 
there is an overriding issue that conflicts with it. In the art world, however, Cuban art enjoys a 
somewhat exotic reputation, and this may make travel there more desirable. This is seldom 
figured prominently in the U.S. media. Based on these respondents, the evidence suggests that 
the majority of respondents considered the image of Cuba as negative in the U.S. media 
platforms. Samuel Farbes argues “that it depends on what media images are involved in. 
However, as long as people abroad perceive the island as safe and affordable, media images 
will not have a lot of impact on tourism.” 
Richard Feinberg added, “that under the Obama Administration, relations improved, U.S. 
images of Cuba were elevated, U.S. restrictions were relaxed, similarly, Cuban rhetoric towards 
the U.S. became less hostile, Cuba allowed international hospitality chains, and Airbnb to link 
U.S tourists to Cuban Private bed and breakfast establishments.” 
According to Jim Friedlander: 
“Cuba is portrayed alternatively as an exotic and mysterious paradise, 
a failed communist experiment and/or a strategic enemy of the US. 
Occasionally, there will be positive articles that promote the 
culture/architecture/history of the island, but less so. All of these 
descriptions are partially true, and they are perhaps all simultaneously 
true. The issue is the emphasis placed on the different aspects of the 
stories. Too many negative stories and not enough of the positive 
result in diminished interest in traveling to Cuba. Why not travel to a 
friendly, safe country?” 
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This view is seldom figured prominently in the U.S. media. Based on these respondents, it is 
evidenced that the majority considered the image of Cuba as negative in the U.S. media 
platforms.  
Also, as stated by Harold Cardenas, the image of Cuba in the U.S. is usually a simplistic 
caricature. The old American cars, rum, and cigars... is often a self-fulfilled cliché. The services 
to American tourism have been shaped in Cuba to fit the romantic memory that Americans have 
of the island in the '50s, with little regard to the realities and complexities of modern society.” 
 
The impact of Tourism on U.S.-Cuba relations. 
American tourists traveling to Cuba can have positive relationships within the regions in 
many ways. According to Emilio Núnez, the travel of American tourists to the island certainly 
has an effect on business and commerce between companies doing business on both sides. This 
approach tries to build a strong relationship between the sides since they will have to relate to 
each other and to do business more democratically. It is the relationship between the 
governments that make it possible for travel moving freely between both countries. Mark 
Entwistle stated that having a positive impact on Cuba and U.S. relations is two-sided; first, 
tourists themselves often experience an almost transformative experience where they realize that 
Cuba is not like what they had assumed and very different from the image with which they had 
grown up for years. Also, there is much appreciation that Cuban reality can be confusing, but not 
threatening to Americans. These realizations create a positive relationship between Cuba and the 
U.S. 
On the other view, the U.S. tourists provide Cuba and Cubans with access to small-scale 
commercial opportunity and wealth creation, as well as to something arguably even more 
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important in Cuba – to hope. While this approach attempts to strengthen the relationship, it is a 
form of empathy that allows the U.S. to just understand the situation of the Cubans and does 
nothing about it. Alex J. Rosenberg stated that “Travel to Cuba by U.S. citizens is very important 
for our relations—it allows Americans to form their own opinions about the country and dispel 
the myths about their system of government/way of life. It also fosters goodwill on the personal 
level between the two peoples.” While the media in most cases are bias on how they view Cuba, 
traveling to Cuba on an individual basis will help in understanding the country and make 
personal conclusions on Cuba. This approach will help in stabilizing the Cuban economy based 
on the potentially increased revenue. Omar Everleny points out that the visitors who travel to 
Cuba, can better understand the reality of the life of the Cubans and can know the advantages 
and disadvantages of the country, and that helps them to later talk with their friends about what 
they saw: and he continued saying that these interconnections between both peoples are 
necessary, which can be positive for the understanding of our nations. 
 
Promoting tourism, attracting diverse tourists. 
During Obama’s administration, many travel facilities could operate between the U.S. and 
Cuba freely. People could travel easily from the U.S. to Cuba. Miguel Figueras mentioned that 
the Obama Administration brought freedom of travel between these countries and anyone could 
travel freely. However, there was a high influx of travelers to Cuba from specific parts of the 
U.S. such as Miami, Fort Lauderdale, Tampa, and California among other places. This was due 
to the availability of means of transport as compared to other areas. Conversely, during Trump’s 
Administration, the cities of Miami, Fort Lauderdale, Tampa all stated that Trump prohibited 
cruisers from visiting Cuban ports as well as many other Americans from traveling to Cuba. 
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Rosenberg stated that other people from other parts of America could be attracted to Cuba to 
“develop cultural programs that involve people from the Central region of the U.S. This is where 
the arts, and sports, can play a big role by exposing Americans to the great talent of Cuba’s 
dance troupes, musicians, and baseball players.” Also, Emilio Morales stated that individuals 
from the dominant areas are attracted since they are central to Cuban immigrants and thus forms 
the main segment of travelers. Gerardo González Núñez mentioned that “Cuba can attract 
visitors from other regions of the U.S. through strong promotional campaigns in those regions 
and this is only possible in the context of a total normalization of relations between both 
countries or at least in the context of normalization of tourist relations.” Based on these 
responses, it means that apart from accessibility issues, numerous inspirations motivate people to 
travel from the U.S. to Cuba and from Cuba to the U.S. Thus, to increase travel between these 
two countries, it is important to identify these cultures and place emphasis on them consequently. 
According to Paolo Spadoni,” Travel to Cuba from the United States is far from meeting its 
potential since there is still a tourism ban and travel is restricted to a few legal categories. 
Confusion about travel rules to Cuba also negatively affects travel to the island. The easing of 
these travel rules would incentivize travelers from all regions of the United States.” 
 
Restoring the U.S.-Cuban relationship through Normalization.  
Normalization was a term that was widely used during the Obama Administration. Ted 
Henken mentioned that normalization was about much more than just traveling. He stated, 
“Normalization went much further than travel, but this was perhaps the most easily understood 
part of normalization by the majority.” Mark Entwistle emphasized normalization as an approach 
launched by the president to redefine the entire relationship that had been lost l years ago by the 
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two countries. The relationship was achieved by enhancing trade and investment between the 
two countries and promoting tourism in Cuba to help to develop the economy. Alex Rosenberg 
also stated that normalization was meant to restore the relationship between Cuba and U.S. Thus, 
while the approach was an initial stage in the restoration of the relations, it stood out as a link to 
enhance tourism in Cuba. Paolo Spadoni writes that revolutionary Cuba and the U.S. never had 
"normal" relations. In any case, President Obama made concrete efforts to initiate a 
rapprochement with Cuba that would pave the way for the rebuilding of mutual trust between the 
two countries after decades of hostility and a major improvement of relations. So, yes, I think 
that the process of normalization was not limited to travel.  
Paolo Spadoni continued by saying that Obama implemented many changes to Cuba rules 
that involved an easing of restrictions on trade and financial transactions as well the removal of 
Cuba from the list of terrorist countries and the opening of the U.S. embassy in Havana. 
Discussion 
Data analysis has unveiled the similarities and differences that exist between responses of 
various individuals concerning the communications aspects of the relationship between the 
United States and Cuba, using tourism as the research focus. 
This research has been presented as a case study of how the academic and conceptual 
literature can apply specifically to a test case situation that is unique in two fundamental ways: 
● A highly politicized context that is complex and characterized by mutually hostile 
and dueling perceptions and narratives, in which tourism has been effectively 
"weaponized;" 
● An environment that changes dramatically over an abbreviated period; U.S. policy 
vis-à-vis Cuba whiplashed between the experimentation of the late Obama 
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Presidency and the retrenchment of the current Trump Administration, which has 
created a social studies laboratory for testing academic and conceptual thinking 
by being able to compare and contrast elements, such as public communications, 
branding and media coverage of a particularly focused on issues like travel to 
Cuba in a contained time frame. 
Three key themes have emerged from the data analysis as follows: 
1. The realpolitik of international relations challenges the almost messianic narrative 
of universal benefit from global travel and tourism;  
2. Representations in the American media of Cuba, the Cuban brand and the 
“attitude” of the complex U.S.-Cuba relationship, as captured at any point in time, 
directly affects the movement of people; and, 
3. As a countervailing remedy, Cuba has tried to develop its country brand as a 
communications strategy.  
I would propose to discuss each key theme in succession.  
Tourism Distorted by the Politics of International Relations 
 
As Mark Entwistle stated: “So, everything is political, as they say”. 
The defining narrative of the World Tourism Organization, a specialized agency of the 
United Nations, portrays tourism as a global socio-economic phenomenon that is profoundly 
positive for all societies. This research thesis questions that paradigm as, if not a myth, then 
missing a key consideration – tourism is distorted by the politics of international relations. 
Tourism and the flow of contact between the people of two countries are generally fluid 
and defined and limited primarily by commercial considerations. However, in some cases, 
tourism can become an inherently political instrument. 
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This study reviews one of the latter cases - the context defined by the problematic 
relationship between the U.S. and Cuba which, one could argue, is not replicated elsewhere in 
geopolitics or the global travel industry. There are certainly plenty of cases where there is 
political tension between countries, but in no case is there such a comprehensive policy of 
economic and, therefore, political coercion such as represented by the U.S. trade and investment 
embargo against Cuba. This, in turn, distorts the public communications space and creates a 
singular environment in which to conduct research. 
Politically, the relationship between Cuba and the U.S has affected immensely the 
freedom of movement between the two countries. Citizens of the U.S. are generally not 
permitted to travel to Cuba, as a result of the actions of their government, not that of the 
destination country. In this respect, Cuba is in a very special circumstance; North Korea may be 
the only other similar case. 
There are, of course, various categories of travel. U.S. nationals can currently travel to 
Cuba in specific approved ways under distinct kinds of licenses, such as licensed business, 
educational and other authorized organized group travel, Cuban American travel, etc., but the 
number of legal ways is relatively limited. By law, no American is permitted to travel to Cuba 
solely as a tourist. 
Therefore, this explains an adage often heard in Havana that “everything is political.” 
U.S. economic and international trade policy vis-à-vis Cuba is subservient to and dictated by a 
domestic political agenda, all commerce and business are, therefore, determined and limited by 
governmental decisions unrelated to the interests of U.S. companies and investors. On the Cuban 
side, it is the mirror image; many decisions are seen through the lens of protecting the Cuban 
economy from assault and consolidating nationalist politics. Nothing is free from politics. 
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In the secondary data, it is evident from the literature that former President Obama's 
considerable liberalization of Cuba travel was able to increase the quantity and quality of tourism 
in Cuba.  Thus, the political relations between the U.S. and Cuba have had a substantial effect on 
tourism between these two countries. This is demonstrated by the fact that tourism from the U.S. 
to Cuba increased dramatically when a normalization agreement was reached between the two 
countries during the Obama presidency, followed by an immediate and steep decline upon the 
tightening of regulations by the Trump presidency.   
The expert interviews and secondary data indicated that safety and friendliness are some 
of the factors that determine the overall number of travel visitors. With the U.S. media focusing 
on Cuba, 57% of the interview respondents disagreed that the media were tainting Cuba’s global 
image. And 43% of the respondents strongly disagreed with claims of media misrepresentation. 
Further, the majority of the respondents mentioned that direct travel to Cuba has been 
associated with a positive effect on Cuba and U.S. relations. The normalization declared by 
former President Obama and his administration was not only well-received in relation to travel, 
but also for the tourism and economic development. 
What is obvious is that any approach of the U.S. government vis-à-vis Cuba begins with 
the modification or issuance of new travel licenses. This procedure has no precedent in 
"normalization" with any other country. When a change of President occurs, the new one 
changes the travel rules, which is the first thing he does for the case of Cuba. 
In summary, the political and commercial relations between the governments of Cuba 
and the U.S. impact positively or negatively the island's tourism industry. As an external factor, 
they carry important weight in the development of the Cuban tourism industry. 
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My research reveals that the current situation between the U.S and Cuba in the period of 
President Trump, politically, economically, and commercially, has had a great negative effect on 
tourism in Cuba. Not only between these two countries but other countries as well. The initiative 
of the Obama Administration, to open a dialogue with Cuba, and to relax the U.S. foreign policy 
towards Cuba as it pertains to tourism and allowing its citizens to move more freely to and from 
Cuba from the U.S had an immediate, meaningful impact on political, economic and commercial 
ties. There was an enormous outpouring of interest and travel visits by Americans to Cuba and, 
as a spillover effect, renewed interest in Cuba as a travel destination from many other countries. 
On taking office in January 2017, the Trump Administration’s determined reversal of the 
Obama thaw has also translated into considerably scaled-back political and economic contacts 
and a reduction in visits by Americans. It seems logical to expect that this downgrading of 
relations under Trump, and a re-tightening of U.S. economic sanctions, could also have a 
dampening effect on visits to Cuba by citizens of other countries, although the most recent data 
on tourist arrivals would need to be scrutinized to corroborate this. 
The key driver in U.S. policies toward Cuba is broadly described as stemming more from 
domestic political considerations and an attempt to secure the support of elements of the Cuban 
American community in Florida (a perennial swing state in every presidential election). But, 
additionally, the current President of the U.S., the Secretary of State and former National 
Security Advisor have justified intensified economic restrictions on Cuba to punish Cuba's 
support for the Maduro regime in Venezuela. 
I am in complete agreement with this portrayal of policy motivations since this policy 
resulted in the cessation of cruise ships being allowed to stop in Cuba, a cessation of all private 
flights and boats from the U.S. to Cuba, elimination of the people-to-people license category of 
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travel, and the production/expansion of a "restricted list" of entities in Cuba that tourists and tour 
operators are prohibited from dealing with directly. Most recently, all flights from the U.S. to 
Cuba have been curtailed other than in and out of Havana. 
I also agree in general with the opinions of the interviewees that all of these new 
guidelines reflecting more changes in the U.S. travel advisory regulations have caused some 
confusion, made worse by less-than-informed media coverage. There is indeed confusion among 
U.S. potential travelers to Cuba about what is legal and what is not (this ends up deterring many 
Americans from traveling to Cuba). Americans can still travel to Cuba in almost the same way as 
they could before, but, many Americans, who may not understand the guidelines, have simply 
opted not to travel to the island for fear of running afoul of U.S. law. Many U.S. travelers like the 
fact that Cuba is a very safe destination, often described in media coverage, but there is still 
confusion about rules governing travel. 
These policies have the effect of creating an impression in the U.S. media and among the 
potentially traveling public that: 
● Travel to Cuba is no longer legal 
● Travel to Cuba will be logistically difficult 
● Travel may be unpleasant as there is so much tension between the U.S. 
and Cuba 
● That goods and services will be difficult to procure in Cuba as a result of 
the stories in the U.S. media of the economic hardships currently being 
endured by ordinary Cubans in their daily lives. 
In summary: 
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● International relations and tourism are connected in so far as official 
policies and rhetoric affect travel. Under Obama, relations improved, U.S. 
images of Cuba elevated, and U.S. restrictions were relaxed. Similarly, 
Cuban rhetoric toward the U.S. became less hostile. Cuba allowed 
international hospitality chains and Airbnb to link U.S. tourists to Cuban 
private bed and breakfast establishments. 
● U.S. media is bifurcated. Conservative media generally present a negative 
image of Cuba. Liberal media is more romantic and positive in its imagery 
of Cuba. The liberal media image tends to promote tourism. 
● American tourists traveling to Cuba have a positive effect on Cuba and 
U.S. relations since most U.S. citizens who visit Cuba return with a 
strongly anti-embargo viewpoint. 
Professor Ted Henken has captured the essence of the relationship between the U.S. and Cuba: 
“The U.S. coughs and Cuba gets a cold. But remember that it was a change in international 
relations (for the better) that contributed to a major improvement in tourism in Cuba. The U.S. 
giveth (under Obama) and the U.S. taketh away (under Trump)”! 
Media Representations 
 Tourism is an intangible product that is marketed through images aimed at different 
consumers in different parts of the world, with different cultures, motivations and expectations, 
under the mediated influence of tastes, fashions and status. And communication is based on the 
image, which becomes a brand to be admitted and consumed. Dr. Perello states that, in this   
“ ‘audiovisual’ environment, the truth in which a society is created is not relevant, but the ways 
of transmitting are.” 
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 The media in all its variants are responsible through the presented images that can 
represent the set of beliefs, attitudes, and impressions – true or false, real or imaginary, correct or 
wrong – that a person has about a subject. This affects the country's image and thus it's branding. 
I would say that the state of opinion is the product of the media. That is not new, as Dr. 
Perello states: “media is responsible for imposing on the public opinion, the plausible even if it is 
not the truth; but here is always the ‘ritualized truth’. When that happens, the possibility arises of 
imitating the accepted messages to express this truth, which society needs at a certain historical 
moment. And this is true for both the U.S. and Cuba.” 
            Regarding media results, I think that the image of Cuba in the mass media has moved 
through several stages over the years. 
In the period from December 2014 until January 2017, Mark Entwistle states that the 
influence of media coverage changed considerably. Cuba burst out of the figurative shadows and 
into the mainstream attention of media in the U.S. Drawn by the drama of the initiative of 
President Obama, U.S. journalists flocked to Cuba and dove into all aspects of Cuban life, as if 
discovering a new land for the first time. Many reporters only came for a few days and struggled 
to understand the nuances and contradictions of Cuban life, but the picture of a vibrant and 
dynamic society started to emerge. 
Thus, I think that the potent combination of mass media coverage, in turn, drove a 
marked increase in travel to Cuba, made possible by the liberalization of the travel regulations by 
the Obama Administration. It became a symbiotic and virtuous circle of cause and effect, which 
then caused an even greater effect. 
 Two other important specialized segments of the world media began to highlight Cuba. 
The business press initially expounded the tremendous commercial opportunity for U.S. business 
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and, importantly, the specialized culture and arts media “uncovered” the gems of Cuban art, 
music and dance. Cuba then became a prime focus of magnetic interest for the travel press, 
pointing out the great attractions, history and old cars, rum and cigars, which people longed to 
experience. 
Nevertheless, the advent of the Trump era caused another shift in coverage of Cuba in the 
mass media. The volume of coverage dropped precipitously and quickly. Gone were the travel 
features, which had been linked directly to the ability to travel more easily. As a result, fewer 
people were animated by media coverage to travel, or, more accurately, not motivated enough to 
try to overcome the limitations on travel imposed again by the Trump Administration. 
But there was one key new difference – the existence in Havana of several permanent U.S. news 
media bureaus, including CNN, the Associated Press, Reuters (although more accurately 
British), which had largely been established during the Obama period. Here the Obama legacy 
was deeper, more accurate, more nuanced coverage of Cuban reality than ever before because 
reporters were now permanently living and working in Cuba. Less sensational media treatment 
but more realistic. Future U.S. visitors will be increasingly informed about what to expect in and 
from Cuba. 
In general, the image of Cuba projected in the media is negative —, especially in the 
popular U.S. media. I say that it is a distorted image. In academic publications, there is a rigorous 
balance — although unfortunately few people consult them. In the U.S., even during the Obama 
era, the interest of American tourists could be aroused by presenting the image of the “forbidden 
fruit” — which helped lead to the notable boom in U.S. visits. 
Images of Cuba in the mass media vary enormously, depending of course on the 
ideological affiliation of the media outlet and the author of the article. In the U.S. media, 
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emphasis can be very different, with some major outlets seeking to emphasize what they describe 
as the “authoritarian” nature of the single-party Communist system in Cuba, while others prefer 
to focus on U.S. policy, its rights, wrongs and variations, and how this impacts the island. 
Politically left-wing allies of Cuba’s government, as might be expected, tend to be more 
positive about conditions on the island as their governments control the media in countries such 
as Venezuela, Bolivia, and Nicaragua. On the contrary, Cuban exile media outlets are not 
surprisingly, mostly critical. 
I will conclude by noting that media coverage nowadays is a vast space with many views 
and there is a natural urge or desire to travel as a tourist to Cuba. Of course, this also depends on 
an individual’s knowledge of world events, and predisposed views and prejudices. And also, on 
what weight one might place on media news and articles that they are reading as well as the 
nature of the particular media outlets and their political leanings.  
Country Brand as a Strategy 
American travel to Cuba has had two impacts, which are not mutually exclusive or 
contradictory. 
For one thing, U.S. visitors often experience something transformative in the view of 
Cuba. They realize that the country is not what they expected and was very different from the 
image that they have grown up with. Although perhaps confusing and amazing at the same time 
the experience was not threatening and by contrast enlightening. For the future, this bodes well 
for Cuba. In time, U.S. political representatives will no doubt be influenced by the number of 
U.S. citizens who have had positive experiences and relate them to others. 
Nevertheless, visitors from the U.S. provide the country and the Cuban people with a 
means to develop small-scale business ventures and to create wealth, as well as something very 
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important to Cuba, and that is, hope for the future. This being the realization of the possibility of 
a better future, with improved relations between Cuba and the U.S. Confidence in the future is 
not widespread by people in Cuba who now feel that that it is sorely needed. The overture that 
President Obama made in 2014 was very popular and received with widespread gladness. And 
subsequent visits by Americans and encounters with the Cuban people represented a small but 
important positive response. 
 The new restrictions imposed by the government of Donald Trump, in the opposite 
direction, have caused a decrease in tourism and direct human contact, not only from the U.S. but 
from other countries; mainly for the fears of the major tour operators and travel agencies, which 
could be sanctioned or fined for maintaining relations with the Island. 
The stakes are very high for Cuba as the weaker party in this asymmetrical power 
relationship. The state of the economic crisis in which Cuba finds itself, which, in turn, has 
impacted Cuba as a tourist destination, is also an opportunity to meet the challenges of 
competitiveness and sustainability. In this context, Cuba has identified the need to define, create 
and promote its image and brand as a country and nation as a strategic antidote to the effect of 
both the political obstacles and the media representations described above. The Cuban 
government hires professional foreign advertising agencies to help create such national branding.  
According to the Cuban expert Mark Entwistle, professional travel agent associations 
have long predicted that, on the lifting of the official U.S. ban on tourism travel to Cuba, up to 4 
million Americans would visit Cuba in the first year alone. This would more than double current 
tourism flows to the Island and severely test current infrastructure and facilities. For that reason, 
the Cuban government has been engaged in a multi-year building plan of new hotels – to be 
ready for the future. So much is dependent on political decisions in Washington D.C. 
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Following which, and in the absence of a full lifting of the travel ban, the travel and 
leisure media would need to resume a focus on Cuba to reinforce demand. At some point in the 
future, when Cuba policy becomes less hostage to the domestic politics of the United States, 
Cuba could run open advertising and marketing campaigns in the United States, as they do in 
Canada, certain European markets and elsewhere; this would drive demand for Cuba as a travel 
destination deeper into the heartland of the U.S. But this is a process that, by definition, will take 
time. As time passes in the current political state of U.S.-Cuba relations, and the embargo 
continues to be strengthened aggressively, the attractiveness of Cuba as a destination diminishes, 
as the Cuban economy worsens.  
Cuba will continue to demonstrate its strategic abilities and tactical flexibility while 
turning crisis into opportunities. In these spaces and with a realistic policy, there is still time for 
the U.S. and Cuba to become commercial partners again. In the meantime, the Cuban tourism 
sector faces restrictions that prevent its successful development, but which could be reversed 
thanks to this epoch of change, the powerful force of gravity and geography, the support of the 
international community and the irresistible flow of history. 
Future Directions 
This research thesis has been intended to open a different way of looking at things as 
diverse as tourism, the effect of media representation on opinions, attitudes and perceptions and 
the concept of country branding in communications. The unique relationship between the U.S. 
and Cuba provided the setting. 
It also suggests future directions for more research that could and should be done in a 
focus on the U.S.-Cuba relationship, in subject areas such as how to manage country brand in 
markets where one has limited direct access to the public, how governments influence media 
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coverage of issues, directly and indirectly, or, in the realm of political science, whether there 
really exists a “feedback loop” created between American visitors to other countries, like Cuba, 
and their public representatives in Congress or officials of government as always assumed.  
  
Cuba-U.S. Tourism and Nation Branding 101 
  
References 
 
Aaker, D.A. (1996) Building Strong Brands. New York: Free Press. 
Althaus, D. (2016). Growing Flow of Americans Remakes Cuba. The Wall Street Journal. 
Retrieved 25 July 2019, from https://www.wsj.com/articles/growing-flow-of-americans-
remakes-cuba-1468365712 
Anholt, Simon. Competitive Identity: The New Brand Management for Nations, Cities and 
Regions. New York: Palgrave Macmillan, 2007. Print. 
Attanasio, C., Spagat, e., & Weissenstein, M. (20166). Burgeoning numbers of Cubans trying to 
enter US via Mexico. The Associated Press. Retrieved from 
https://www.apnews.com/058c2e338b4942faa9bc63f96ca90cb5 
Attanasio, C., Spagat, e., & Weissenstein, M. (2019). Burgeoning numbers of Cubans trying to 
enter U.S. via Mexico. The Associated Press. Retrieved from 
https://www.apnews.com/058c2e338b4942faa9bc63f96ca90cb5 
Baker, B. (2007). Destination branding for small cities. Portland, OH: Creative Leap Books 
Baker, P., & Archibold, R. (2015). Starting Friday, U.S. Will Ease Restrictions on Travel to 
Cuba 
Baloglu, S. 2001. “Image Variations of Turkey by Familiarity Index: Informational and 
Experiential Dimensions.” Tourism Management 22: 127–133. 
Ban on U.S. cruise trips to Cuba will hurt private sector on the island. (2019). The Miami Herald. 
Retrieved from https://www.miamiherald.com/news/business/tourism-
cruises/article231275853.html 
Cuba-U.S. Tourism and Nation Branding 102 
  
Bravin, B. (2018). Supreme Court Upholds Trump Travel Ban. The Wall Street Journal. 
Retrieved 23 July 2019, from https://www.wsj.com/articles/supreme-court-upholds-
trump-travel-ban-1530022794 
Burnett, V. (2016). American Firm, Starwood, Signs Deal to Manage Hotels in Cuba. The New  
Burnett, V. (2016). Culture Gap Impedes U.S. Business Efforts for Trade with Cuba. The New  
Burnett, V. (2017). How to Travel to Cuba Now. The New York Times. Retrieved 25 July 2019, 
from https://www.nytimes.com/2017/06/12/travel/cuba-travel-tips-trump-
administration.html 
Caldwell, a., & Pace, J. (2017). Obama ends visa-free path for Cubans who make it to US soil. 
The Associated Press Retrieved from 
https://www.apnews.com/1282ea8156984fffaadee98b23475c28 
Carnival Lowers Profit Outlook, Cites Ban on Cuba Cruises. (2019). The New York Times. 
Retrieved from https://www.nytimes.com/aponline/2019/06/20/business/ap-us-earns-
carnival.html?searchResultPosition=4 
Castro, F., In Kenner, M., & In Petras, J. F. (1969). Fidel Castro speaks. New York: Grove Press. 
 Retrieved from http://www.bannedthought.net/Cuba-Che/Castro/FidelCastroSpeaks-
1969-sm.pdf 
Córdoba, J. (2019). Cuba Ration Lines Grow Tense as Economy Flails. The Wall Street Journal. 
Retrieved from https://www.wsj.com/articles/cuba-ration-lines-grow-tense-as-economy-
flails-11561109406?mod=searchresults&page=1&pos=2 
Cuba No Libre. (2015). The U.S. outreach has changed little about life on the island. The Wall 
Street. Journal. Retrieved 25 July 2019, from https://www.wsj.com/articles/cuba-non-
libre-1439593695 
Cuba-U.S. Tourism and Nation Branding 103 
  
Cuba will finish 2018 with slight increase in tourism. (2018). The Miami Herald. Retrieved from 
Growth in the Cuban market could help the Caribbean as a whole. (2017). The Miami 
Herald. Retrieved from https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article148161059.html&sa=U&ved=2ahUKEwjbtcX4rpbjAh
X1QUEAHWHoAOs4ChAWMAV6BAgBEAI&usg=AOvVaw0RaX4TXCMVJ_eCtk_
m0Hzy 
Cuba. The New York Times. Retrieved from 
https://www.nytimes.com/2015/01/16/world/americas/us-eases-decades-old-rules-on-
travel-to-cuba.html?searchResultPosition=9 
Cuba. The Washington Post. Retrieved from https://www.washingtonpost.com/local/dc-
politics/dc-mayor-bowser-says-obama-can-do-more-to-improve-relations-with-
cuba/2016/02/23/551bd888-d9a9-11e5-81ae-7491b9b9e7df_story.html 
Cuba: US travelers to island up 84 pct in 1st half of 2016. (2016). The Associated Press. 
Retrieved 25 July 2019, from 
https://www.apnews.com/89ab3c5aaba347e1a2f5c5baf6d895f8 
Davis, A. (2016a). With Obama visit, Cubans hope for home run in baseball diplomacy. The 
Washington Post. Retrieved from https://www.washingtonpost.com/local/dc-
politics/with-obama-visit-cubans-hope-for-home-run-in-baseball-
diplomacy/2016/03/06/666c4eb2-e064-11e5-8d98-4b3d9215ade1_story.html 
Davis, A. (2016b). D.C. Mayor Bowser says Obama can do more to improve relations with 
Davis, J. (2016c). U.S. Eases Restrictions on Travel to Cuba and Bank Transactions. The New  
Davis, J. (2016d). U.S. Commerce Chief Makes a Pitch in Cuba. The New  
Cuba-U.S. Tourism and Nation Branding 104 
  
Davis, J. (2017a). Trump Reverses Pieces of Obama-Era Engagement with Cuba. The New York 
Times. Retrieved from https://www.nytimes.com/2017/06/16/us/politics/cuba-trump-
engagement-restrictions.html?searchResultPosition=3 
Davis, J. (2017b). Trump Considers Rolling Back Obama’s Opening with Cuba. The New York 
Times. Retrieved from https://www.nytimes.com/2017/05/31/world/americas/cuba-
trump.html?searchResultPosition=5 
Destination marketing research: Issues and challenges - (Uysal, Harrill, & Woo, 2011) 
DeYoung, K. (2019). Trump administration ends group travel to Cuba by Americans. The 
Washington Post. Retrieved from 
DeYoung, K., & Eilperin, J. (2016c). Obama begins historic visit to Cuba. The 
Dinan, S. (2018). Trump's tweets front and center as Supreme Court heats travel ban. The 
Associated Press. Retrieved 23 July 2019, from 
https://apnews.com/56a3fc028a6a0293cc0a6a1f3ba8f2e7 
Eilperin, J., & Cameron, D. (2017). How Trump is rolling back Obama’s legacy. The 
Washington Post. Retrieved 25 July 2019, from 
https://www.washingtonpost.com/graphics/politics/trump-rolling-back-obama-
rules/?utm_term=.6c3aaa10c4c2 
Eilperin, J., & DeYoung, K. (2016a). The Cuba Obama will see is changing, but much remains 
Eilperin, J., & DeYoung, K. (2016b). Obama addresses the Cuban nation: ‘It is time now for us 
Eli Avraham / Eran Ketter“One-size-fits-all”? Differentiation in destinations’ marketing goals 
and strategies to achieve them 
Ermer, J. (2017). Why President Trump’s hard-line approach to Cuba is a mistake. The 
Washington Post. Retrieved from 
Cuba-U.S. Tourism and Nation Branding 105 
  
https://www.washingtonpost.com/outlook/2019/04/17/why-president-trumps-hard-line-
approach-cuba-is-mistake/?utm_term=.9a9e8ac97a0e 
Faiola, A. (2018). In Cuba, the Great American Tourism boom goes bust. The Washington Post. 
Faiola, A. (2019). As sanctions bite in Cuba, the U.S. — once a driver of hope — is now a 
source of pain. The Washington Post Retrieved from 
https://www.washingtonpost.com/world/the_americas/as-sanctions-bite-in-cuba-the-us--
once-a-driver-of-hope--is-now-a-source-of-pain/2019/06/23/ec632f54-8895-11e9-9d73-
e2ba6bbf1b9b_story.html 
Fan, Y. (2010) Branding the nation: Towards a better understanding. Place Branding and Public 
Diplomacy 6(2): 97–103. 
Francovich, E. (2019). Idaho company's Cuba tours popular despite Trump 'crackdown'. 
from https://www.apnews.com/2a91096c375247adb460baaadb6bed5f 
from https://www.nytimes.com/2016/03/16/us/politics/white-house-cuba-
restrictions.html?searchResultPosition=2 
Fung, B. (2018). The Supreme Court’s travel ban ruling could have big implications for Trump’s 
Twitter account. The Washington Post. Retrieved 23 July 2019, from 
https://www.washingtonpost.com/technology/2018/06/26/supreme-courts-travel-ban-
ruling-could-have-big-implications-trumps-twitter-account/ 
Garvin, G. (2016). President Obama: When in Cuba, don’t do what Coolidge did. The Miami 
Herald. Retrieved from https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article62559982.html 
Cuba-U.S. Tourism and Nation Branding 106 
  
Geltzer, J., & Katyal, N. (2018). Opinion | The Travel Ban Shows What Happens When the 
Supreme Court Trusts Trump. New York Times. Retrieved 23 July 2019, from 
https://www.nytimes.com/2019/06/25/opinion/supreme-court-travel-ban-trump.html 
Gladstone, R., & Sugiyama, S. (2018). Trump’s Travel Ban: How It Works and Who Is Affected. 
The New York Times. Retrieved 25 July 2019, from 
https://www.nytimes.com/2018/07/01/world/americas/travel-ban-trump-how-it-
works.html 
Glusac, E. (2017). Trump’s Travel Ban Draws Growing Opposition from Tourism Executives. 
The New York Times. Retrieved from 
https://www.nytimes.com/2017/02/01/travel/trump-travel-ban-opposition-tourism-
executives.html?searchResultPosition=16 
Harpaz, B. (2016). Norwegian and Royal Caribbean get approval for Cuba cruises. The 
Associated Press. Retrieved 23 July 2019, from 
https://apnews.com/90a54f91eb9646ccbe698284db54cfe0 
Harris, G. (2017). Trump Tightens Cuba Embargo, Restricting Access to Hotels and Businesses. 
The New York Times. Retrieved from 
https://www.nytimes.com/2017/11/08/us/politics/trump-tightens-cuba-embargo-
restricting-access-to-hotels-businesses.html?searchResultPosition=1 
Harwell, D., & O'Connell, J. (2017). With shift on Cuba, Trump could undercut his company’s 
hotel-industry rivals. The Washington Post. Retrieved from 
Hohmann, J. (2019). The Daily 202: Trump’s biggest mistake? Personnel, he says. The 
Washington Post. Retrieved from 
https://www.washingtonpost.com/news/powerpost/paloma/daily-202/2019/06/24/daily-
Cuba-U.S. Tourism and Nation Branding 107 
  
202-trump-s-biggest-mistake-personnel-he-
says/5d1040021ad2e552a21d5080/?utm_term=.b576b4ad3eba 
https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article223567790.html&sa=U&ved=2ahUKEwjbtcX4rpbjAh
X1QUEAHWHoAOs4ChAWMAF6BAgPEAI&usg=AOvVaw0_J23U9-94-jfGKZu-
PjmN 
https://www.nytimes.com/2015/10/07/world/americas/us-commerce-chief-makes-a-pitch-in-
cuba.html?searchResultPosition=11 
https://www.nytimes.com/interactive/projects/cp/international/obama-in-cuba 
https://www.washingtonpost.com/lifestyle/kidspost/2016/03/15/21c79d52-e640-11e5-bc08-
3e03a5b41910_story.html 
https://www.washingtonpost.com/news/fact-checker/wp/2016/03/10/fact-checking-the-eighth-
democratic-debate/?utm_term=.6084db28fb18 
https://www.washingtonpost.com/politics/with-policy-shift-on-cuba-trump-could-undercut-his-
rivals-in-the-hotel-industry/2017/06/15/d77a8b2c-5148-11e7-be25-
3a519335381c_story.html?utm_term=.91b813f6c5fa 
https://www.washingtonpost.com/world/national-security/as-cubans-wait-for-obama-tension-
and-excitement-on-havanas-streets/2016/03/20/78726756-eed1-11e5-89c3-
a647fcce95e0_story.html 
https://www.washingtonpost.com/world/national-security/trump-administration-ends-group-
travel-to-cuba-by-americans/2019/06/04/c927fc8c-86dc-11e9-a491-
25df61c78dc4_story.html?utm_term=.8db4beafec40 
https://www.wsj.com/articles/photos-president-obamas-historic-first-trip-to-cuba-1458525697 
Cuba-U.S. Tourism and Nation Branding 108 
  
In Cuba, Obama calls for burying 'last remnant' of Cold War. by Julie Pace and 
MichaelWeissenstein, Associated Press, Posted: March 22, 2016 
In Miami, Trump toughens Obama Cuba policy 'like I promised'. (2017). The Miami Herald. 
Retrieved from https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article156579409.html 
Journal. Retrieved from https://www.wsj.com/articles/new-u-s-policy-on-cuba-sanctions-
threatens-eu-ties-11555421835?mod=searchresults&page=1&pos=17 
Kapferer, Jean Noel. “The New Strategic Brand Management: Advanced Insights and Strategic 
Thinking.” Bookdepository.com, Kogan Page Ltd, 15 Feb. 2012, 
www.bookdepository.com/New-Strategic-Brand-Management-Jean-Noel-
Kapferer/9780749465155. 
Kendall, B. (2017). Supreme Court Allows Partial Implementation of Trump Travel Ban. Wall 
Street Journal. Retrieved 25 July 2019, from https://www.wsj.com/articles/supreme-
court-allows-implementation-of-most-of-trump-travel-ban-1498487727 
Kendall, D. (2017). Donald Trump’s Administration Argues in Travel-Ban Appeal That Security 
At Risk. Wall Street Journal. Retrieved 25 July 2019, from 
https://www.wsj.com/articles/donald-trumps-immigration-order-awaits-appeals-courts-
ruling-1486409701?mod=e2tw 
Kendall, J. (2018). Travel Ban Appears Likely to Survive High Court Scrutiny. Wall Street 
Journal. Retrieved 25 July 2019, from https://www.wsj.com/articles/justices-probe-limits-
of-presidential-powers-in-travel-ban-case-1524677580 
Kessler, G., & Lee, M. (2016). Fact-checking the eighth Democratic debate. The Washington 
Cuba-U.S. Tourism and Nation Branding 109 
  
Kiambi, D. 2017. “The Role of Familiarity in Shaping Country Reputation.” In Shaping 
International Public Opinion: A Model for Nation Branding and Public Diplomacy, 
edited by J. Fullerton and A. Kendrick, 57–75. New York: Peter Lang. 
Koenig, D., & Licon, A. (2019). Cuba restrictions hit cruise lines at the start of summer. The 
Associated Press. Retrieved from 
https://www.apnews.com/5c3727dfaec14b7dabfeb7df8bc77846 
Landers, R. (2016). Cuba tours hike, bike and kayak to actively connect with culture. The 
Associated Press. Retrieved 25 July 2019, from 
https://www.apnews.com/4525ebcad0684cccae06838e5cbb7cda 
Lederman, J. (2017a). Official: US to tap longtime diplomat to run Havana embassy. The 
Associated Press. Retrieved 25 July 2019, from 
https://www.apnews.com/8bdacd5ea917486eb5d2cc6e67a53b88 
Lederman, J. (2017b). US tightens travel rules to Cuba, blacklists many businesses. The 
Associated Press.Retrieved 25 July 2019, from 
https://apnews.com/0ae613a42fcf4a819016c63a8cf24cb8 
Lee, M., & Weissenstein, M. (2019). Trump administration halts cruises to Cuba under new 
rules. The Associated Press. Retrieved from 
https://www.apnews.com/67c721daee8143d4a2e6ee8c401bf215 
Luhnow, D. (2019). Message From a Venezuelan Opposition Leader: ‘Welcome to My Golden 
Cage’. The Wall Steet Journal. Retrieved from https://www.wsj.com/articles/message-
from-a-venezuelan-opposition-leader-welcome-to-my-golden-cage-
11555579801?mod=searchresults&page=1&pos=1 
Maine senators join push to grow US ag sales to Cuba. (2016). The Associated Press. Retrieved 
Cuba-U.S. Tourism and Nation Branding 110 
  
Maine senators join push to grow US ag sales to Cuba. (2019). The Associated Press. Retrieved 
from https://www.apnews.com/2a91096c375247adb460baaadb6bed5f 
Mazzei, P. (2015). In gesture to Cuban Americans, Obama visits Our Lady of Charity shrine in 
Mazzei, P. (2016). Florida politicians react to U.S. embassy opening in Havana | Naked Politics. 
McBride, C. (2018). U.S. Eases Security Warning for Travel to Cuba. The Wall Street Journal. 
Retrieved 23 July 2019, from https://www.wsj.com/articles/u-s-eases-security-warning-
for-travel-to-cuba-1535064150 
McBride, C. (2019). First Suits Are Filed Over Seized Cuban Properties After U.S. Lifts a 
Waiver. The Wall Street Journal. Retrieved from https://www.wsj.com/articles/first-suits-
are-filed-over-seized-cuban-properties-after-u-s-lifts-a-waiver-
11556843768?mod=searchresults&page=1&pos=12 
McCartney, S. (2016). Everything You Need to Know for a Trip to Cuba. The Wall Street 
Journal. Retrieved from https://www.wsj.com/articles/everything-you-need-to-know-for-
a-trip-to-cuba-1476289798 
Mead, W. (2019). Opinion | Trump Takes Aim at Caracas and Havana. The Wall Street Journal 
Retrieved from https://www.wsj.com/articles/trump-takes-aim-at-caracas-and-havana-
11555972251?mod=searchresults&page=1&pos=4 
Miami. The Miami Herald. Retrieved 25 July 2019, from 
https://miamiherald.typepad.com/nakedpolitics/2015/05/in-gesture-to-cuban-americans-
obama-visits-our-lady-of-charity-shrine-in-miami.html 
Mzezewa, T. (2019a). Traveling to Cuba May Get Harder for Americans. The New York Times. 
Retrieved from https://www.nytimes.com/2019/04/22/travel/cuba-travel-trump-
rules.html?searchResultPosition=2 
Cuba-U.S. Tourism and Nation Branding 111 
  
Mzezewa, T. (2019b). New Rules on American Travel to Cuba Include Cruise Ban. The New 
York Times. Retrieved from https://www.nytimes.com/2019/06/04/travel/cuba-travel-
restrictions-trump.html?searchResultPosition=7 
Mzezewa, T. (2019c). Cruises to Cuba Are Abruptly Canceled, After New Travel Ban. The New 
York Times. Retrieved from https://www.nytimes.com/2019/06/05/travel/cuba-cruise-
travel-ban.html?searchResultPosition=9 
Nation branding: concepts, issues, practice Keith Dinnie 2016. Relationship Building in Nation 
Branding: The Central Role of Nation Brand Commitment Linwan Wu, University of 
Florida 2015 
New rules help clear away confusion about Cuba travel. (2017). The Miami Herald. Retrieved 
from https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article231158183.html 
New Rules on American Travel to Cuba Include Cruise Ban. (2017). The New York Times. 
Retrieved 23 July 2019, from https://www.nytimes.com/2019/06/04/travel/cuba-travel-
restrictions-trump.html 
Olins, Wally (2002) "Branding the nation – the historical context", 
Opinion | Prince Charles Is Following President Obama’s Poor Example. (2019). The Wall Street 
Journal. Retrieved from https://www.wsj.com/articles/prince-charles-is-following-
president-obamas-poor-example-11554663404?mod=searchresults&page=1&pos=5 
Opinion | The U.S. Bears No Blame as Cuba Starves on Its Policies. (2019). The Wall Street 
Journal. Retrieved from https://www.wsj.com/articles/the-u-s-bears-no-blame-as-cuba-
starves-on-its-policies-11558374532?mod=searchresults&page=1&pos=6 
Cuba-U.S. Tourism and Nation Branding 112 
  
Opinion | Tourism in Cuba Supports a Repressive State. (2019). The Wall Street Journal 
Retrieved from https://www.wsj.com/articles/tourism-in-cuba-supports-a-repressive-
state-11560463349?mod=searchresults&page=1&pos=6 
Pace, J., & Weissenstein, M. (2016). Obama arrives in Cuba for what he calls a "historic visit." 
The Associated Press. Retrieved from 
https://apnews.com/f720c854ada84ffe8269b32a6e6d994e 
Post. Retrieved from 
President Obama’s Historic Trip to Cuba. (2016). The Wall Street Journal. Retrieved from 
Press, A. (2017). Judge in Hawaii Leaves Trump’s Travel Ban Rules in Place. Wall Street 
Journal. Retrieved 25 July 2019, from https://www.wsj.com/articles/judge-in-hawaii-
leaves-trumps-travel-ban-rules-in-place-1499395351?mod=e2tw 
Protesters against Obama's Cuba trip take to streets in Little Havana. (2016). The Miami Herald 
Researching Culture: Qualitative Method and Cultural Studies by Pertti Alasuutari 2000 
Retrieved from https://www.miamiherald.com/news/local/community/miami-dade/little-
havana/article67200622.html&sa=U&ved=2ahUKEwjbtcX4rpbjAhX1QUEAHWHoAOs
4ChAWMAZ6BAgAEAI&usg=AOvVaw3ibXWvgyhaFliiFWJq-bm4 
Retrieved from https://www.nytimes.com/2015/01/30/world/americas/group-of-senators-seeks-
to-lift-cuba-travel-limits.html?searchResultPosition=5 
Retrieved from https://www.washingtonpost.com/world/the_americas/in-cuba-the-great-
american-tourism-boom-turns-to-bust/2018/05/11/53d63122-48a5-11e8-8082-
105a446d19b8_story.html 
Rezaian, J. (2018). The end of Cuba’s Castro era is an opportunity for Trump. The Washington 
Post. Retrieved 25 July 2019, from https://www.washingtonpost.com/news/global-
Cuba-U.S. Tourism and Nation Branding 113 
  
opinions/wp/2018/04/19/the-end-of-cubas-castro-era-is-an-opportunity-for-
trump/?utm_term=.5c9f433a6969 
Robles, F. (2016). Obama Visits Cuba. The New York Rimes. Retrieved 25 July 2019, from 
Rodriguez, A. (2018). Tourism booming in Cuba despite tougher new Trump policy. The 
Associated News. Retrieved 23 July 2019, from 
https://www.apnews.com/2bd72f40aae74c08b4566e079e336bdb 
Rodriguez, A. (2019a). Cuba bets on tourism as Trump restrictions take hold. The Associated 
Press. Retrieved from https://www.apnews.com/a3f749d566bc4c5c8b57361e336bcbda 
Rodriguez, A. (2019b). Trump's Cuba policy hurts private sector, new figures say. The 
Associated Press. Retrieved from 
https://www.apnews.com/3fe98af293ce4cbd8c60b072054bcf89 
Rodriguez, A., & Weissenstein, M. (2019). Cuba expects major economic damage from Trump 
measures. The Associated Press. Retrieved from 
https://www.apnews.com/383c4907768a491fa447676c319f648e 
Rudalevige, A. (2018). Supreme Court upholds Trump travel ban. The Washington Post. 
Retrieved 23 July 2019, from 
https://www.washingtonpost.com/politics/courts_law/supreme-court-upholds-trump-
travel-ban/2018/06/26/b79cb09a-7943-11e8-80be-6d32e182a3bc_story.html 
Sablich, J. (2019). TripAdvisor to Start Booking Travel to Cuba. The New York Rimes. 
Retrieved from https://www.nytimes.com/2016/10/27/travel/tripadvisor-cuba-
booking.html?searchResultPosition=6 
Sachs, A. (2019). What the new Cuba travel restrictions mean for tourists. The Washington Post. 
Retrieved from https://www.washingtonpost.com/lifestyle/travel/what-the-new-cuba-
Cuba-U.S. Tourism and Nation Branding 114 
  
travel-restrictions-mean-for-tourists/2019/06/05/974055d2-8715-11e9-a491-
25df61c78dc4_story.html?utm_term=.7443898414a8 
Salama, J. (2016). Trump Administration Blocks Baseball Players From Cuba. The Wall Street 
Journal. Retrieved from https://www.wsj.com/articles/trump-administration-set-to-
tighten-rules-for-baseball-players-from-cuba-
11554747444?mod=searchresults&page=1&pos=18 
Salomon, G., Riechmann, D., & Lee, M. (2019). Trump cracks down on Cuba, Nicaragua and 
Venezuela. The Associated Press. Retrieved from 
https://www.apnews.com/b2787dedd34345f798b89201fb4d1972 
Salsberg, B. (2016). Diplomat joins athletes in pledging brain for research. The associated Press. 
Retrieved from https://www.apnews.com/e16b6d1b4b3a4d07ac0046b765d58052 
Salsberg, B. (2019). Diplomat joins athletes in pledging brain for research. The associated Press. 
Retrieved from https://www.apnews.com/e16b6d1b4b3a4d07ac0046b765d58052 
Sampson, H. (2019). Where travel from the U.S. to Cuba stands. The Washington Post. 
Retrieved from https://www.washingtonpost.com/travel/2019/07/01/where-travel-us-
cuba-currently-stands/?utm_term=.7c2318b625c9 
Schwartz, C. (2016a). President Obama Plans Historic Visit to Cuba in March. The Wall Street 
Journal. Retrieved from https://www.wsj.com/articles/president-obama-plans-to-make-
historic-visit-to-cuba-in-march-official-says-1455762687 
Schwartz, C. (2016b). Obama Eases Restrictions on Trade, Travel to Cuba. The Wall Street 
Journal Retrieved 25 July 2019, from https://www.wsj.com/articles/obama-eases-
restrictions-on-trade-travel-to-cuba-1458048161 
Cuba-U.S. Tourism and Nation Branding 115 
  
Schwartz, F. (2017a). Donald Trump to Issue Directive Narrowing Obama’s Cuba Opening. The 
Wall Street Journal. Retrieved from https://www.wsj.com/articles/donald-trump-to-issue-
directive-narrowing-obamas-cuba-opening-1497574800 
Schwartz, F. (2017b). Trump Announces Rollback of Obama’s Cuba Policy. The Wall Street 
Journal. Retrieved from https://www.wsj.com/articles/trump-announces-rollback-of-
obamas-cuba-policy-1497639015 
Shear, M. (2016). President Obama, the Ultimate Tourist, Ticks Down His Bucket List. 
Skousen, J. (2019). Opinion | Cubans Pay for Trump’s Travel Ban. The Wall Street Journal. 
Retrieved from https://www.wsj.com/articles/cubans-pay-for-trumps-travel-ban-
11559943888?mod=searchresults&page=1&pos=3 
Stolberg, S. (2015). Group of Senators Seeks to Lift Cuba Travel Limits. The New York Rimes. 
Superville, D., Weissenstein, M., & Lederman, J. (2017). Trump thrusts US, Cuba back toward 
hostile relations. The Associated Press. Retrieved from 
https://www.apnews.com/de443cceab5e4523bdc7110f75ef4077 
Superville, D., Weissenstein, M., & Lederman, J. (2017). Trump thrusts US, Cuba back toward 
hostile relations. The Associated Press. Retrieved from 
https://www.apnews.com/de443cceab5e4523bdc7110f75ef4077 
Talley, J. (2019). U.S. Imposes New Travel Curbs on Cuba. The Wall Street Journal. Retrieved 
from https://www.wsj.com/articles/trump-administration-rolls-out-cuba-travel-export-
bans-11559656620?mod=searchresults&page=1&pos=3 
The Associated Press. Retrieved from 
https://www.apnews.com/525185cb55c140fda24d70d4197aca82 
Cuba-U.S. Tourism and Nation Branding 116 
  
The Global Tourism Destinations – What is a Tourist Destination – Bierman 2003, Power in 
practice: Negotiating the international intervention in Libya, R Adler-Nissen, 2014 
The Miami Herald. Retrieved 25 July 2019, from 
https://miamiherald.typepad.com/nakedpolitics/2015/08/florida-politicians-react-to-us-
embassy-opening-in-havana.html 
The New York Rimes. Retrieved from https://www.nytimes.com/2016/10/03/us/politics/obama-
travel.html?searchResultPosition=12 
the same. The Washington Post. Retrieved from https://www.washingtonpost.com/politics/the-
cuba-obama-will-see-is-changing-but-much-remains-the-same/2016/03/18/6becf5c8-
ed14-11e5-b0fd-073d5930a7b7_story.html 
To leave the past behind’. The Washington Post Retrieved 25 July 2019, from 
https://www.washingtonpost.com/world/obama-to-address-the-cuban-nation-in-historic-
havana-visit/2016/03/22/d454c642-ef9c-11e5-a2a3-d4e9697917d1_story.html 
Torrens, C. (2019). Cuba/US scientific cooperation declines under Trump. The Associated Press. 
Retrieved from https://www.apnews.com/e37b89dcd275482eb75e658a29611622 
Torres, N. (2018). State Department softens travel warning to Cuba, recommends ‘reconsidering’ 
trip. The Miami Herald. Retrieved 23 July 2019, from 
https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article193963314.html 
Trump recasts Cuba policy, takes harder line than Obama on travel. (2019). The Miami Herald. 
Retrieved from https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article156337129.html 
Cuba-U.S. Tourism and Nation Branding 117 
  
Trump restricts travel, remittances under new Cuba policy. (2019). The Miami Herald. Retrieved 
from https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article229341009.html 
Trump's Cuba visa, travel policy means more family separation. (2019). The Miami Herald. 
Retrieved from https://www.miamiherald.com/news/local/news-columns-blogs/fabiola-
santiago/article228143564.html 
U.S. business, travel slow in wake of Trump's Cuba policy. (2019). The Miami Herald. Retrieved 
from https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article212497419.html 
U.S. makes visiting Cuba easier for Americans. (2016). The Washington Post. Retrieved from 
Wagner, J., & DeYoung, K. (2017). Trump announces revisions to parts of Obama’s Cuba 
policy. The Washington Post. Retrieved from 
https://www.washingtonpost.com/politics/trump-announces-revisions-to-parts-of-
obamas-cuba-policy/2017/06/16/dee8671c-52ab-11e7-91eb-
9611861a988f_story.html?utm_term=.c3c18c3f50b1 
Wally Olins on Brand by Wally Olins 2004. The role of international tourist perceptions of brand 
equity and travel intention in culinary tourism- Jeou-Shyan Horng, et al. 2011 
Washington Post. Retrieved from 
Washington, L. (2016). New U.S. Policy on Cuba Sanctions Threatens EU Ties. The Wall Street 
Weissenstein, M. (2016). Cuba Finds it Hard to Dampen Afterglow of Obama Visit. The 
Washington Post. Retrieved from https://www.washingtonpost.com/world/cuba-finds-it-
hard-to-dampen-afterglow-of-obama-visit/2016/04/30/732ea968-0e1f-11e6-a6b6-
2e6de3695b0e_story.html 
Cuba-U.S. Tourism and Nation Branding 118 
  
Weissenstein, M. (2016). US hardware arrives in Cuba to protect Hemingway possessions. The 
Associated Press. Retrieved 25 July 2019, from 
https://apnews.com/72fa5624b9f74b38864caeb505b70171 
Weissenstein, M. (2018). Cuba says the US is unfairly denying diplomatic visas. The Associated 
Press. Retrieved from https://www.apnews.com/f25b08f14b4f47768596d55173148b55 
Weissenstein, M. (2019). Can Americans still go to Cuba? Yes, but it's more difficult. The 
Associated Press. Retrieved from 
https://www.apnews.com/4bd0743d432b44a5b324fe8d5a9c51df 
Weissenstein, M., Rodriguez, A., & Licon, A. (2017). Cubans brace for worst as Trump takes 
aim at Obama opening. The Associated Press.Retrieved 25 July 2019, from 
https://www.apnews.com/08e3a020aee64da382af57dbaf77e762 
What travelers need to know about Trump's new Cuba policy. (2016). The Miami Herald. 
Retrieved from https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article158491989.html 
Whitefield, M. (2017). What Trump’s new Cuba policy means for travelers to the island. The 
Miami Herald. Retrieved 23 July 2019, from https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article158491989.html 
Whitefield, M. (2018). U.S. says Cuba is safer now, but there are still plenty of rules for 
traveling Americans. The Miami Heralds. Retrieved 23 July 2019, from 
https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article217395610.html 
Cuba-U.S. Tourism and Nation Branding 119 
  
Whitefield, M., & Torres, N. (2018). U.S. eases Cuba travel advisory. The Miami Heralds 
Retrieved 23 July 2019, from https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article217215960.html 
Whitefield, M., Clark, L., & Flechas, J. (2016). President Obama meets Raúl Castro on second 
day of Cuba visit. The Miami Herald. Retrieved from 
https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article67293117.html 
Whitefield, M., Clark, L., & Mazzei, M. (2016). From Cold War to warm welcome, Obama 
arrives in Cuba for historic visit. The Miami Herald. Retrieved from 
https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article67266467.html 
Whitefields, M. (2018). After a hurricane, mysterious attacks, and U.S. warnings, travelers return 
to Cuba. The Miami Heralds Retrieved 23 July 2019, from 
https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article218231645.html 
With Cuba tourism boom, many questions if Trump will change policy. (2017). The Miami 
Herald. Retrieved from https://www.miamiherald.com/news/nation-
world/world/americas/cuba/article126181259.html 
Yang, S., H. Shin, J. Lee, and B. Wrigley. 2008. “Country Reputation in Multidimensions: 
Predictors, Effects, and Communication Channels.” Journal of Public Relations Research 
20 (4): 421–440. doi:10.1080/10627260802153579. 
York Times. Retrieved from https://www.nytimes.com/2016/03/13/world/americas/culture-gap-
impedes-us-business-efforts-for-trade-with-cuba.html?searchResultPosition=13 
Cuba-U.S. Tourism and Nation Branding 120 
  
York Times. Retrieved from https://www.nytimes.com/2016/03/20/world/americas/american-
firm-starwood-signs-deal-to-manage-hotels-in-cuba.html?searchResultPosition=1 
 
 
 
Appendix A 
The Washington Post: This is a liberal that is among the leading media outlets in U.S. 
The New York Times: It is a Liberal media 
The Miami Herald: a conservative 
The Associated press: a conservative 
The Wall Street Journal: Editorial page is right of center, but the news division is left of 
center 
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Appendix B 
Interviewees 
Most of the respondents were interviewed by email. Each of the twenty-three 
interviewees gave valuable answers to the five open questions that we asked them. Some of the 
expert interviewees include: 
Richard E. Feinberng is a nonresident senior fellow in the Latin America Initiative at the 
Brookings Institution and a professor of international political economy in the School of Global 
Policy. Feinberg served as special assistant to President Clinton for National Security Affairs. He 
is the author of the recent book, “Open for Business: Building the New Cuban Economy” 
Ted A. Henken, Ph.D. is a tenured associate professor of sociology at Baruch College, City 
University of New York. He holds a Doctorate in Latin American Studies from Tulane 
University and is a past president of the Association for the Study of the Cuban Economy. 
Emilio Morales is President & CEO Havana Consulting Group. 
Mark Entwistle is a former ambassador of Canada to Cuba; founding partner, Acasta capital. 
Jose Luis Perello is a Doctor in Economics, a professor and researcher at the international 
Journalism Institute in Havana. He is one of the most knowledgeable and important experts 
about tourism and economics in Cuba. 
John M. Kirk has knowledge of many different areas. He teaches a variety of language courses 
as well as others broadly defined as Latin American civilization at Dalhousie University Halifax, 
Nova Scotia, Canada. He has published several books on Cuban international relations, history 
and culture, as well as teaching about Cuba, Mexico and Central America. 
Paolo Spadoni is an assistant professor of political science at Augusta University. Dr Paolo 
Spadoni is also a widely recognized expert on Cuba and its international relations. 
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Harold Cardenas is an editor, researcher, and political analyst. Founder of Joven Cuba. 
Miguel Figueras is a Cuban economist, Doctor of Economic Sciences and associate professor, 
senior researcher at the University of Havana. 
Samuel Farber is an American writer born in Cuba and a Doctor in Sociology. He was a 
Professor Emeritus of Political Science. His scholarship on Cuba is extensive and includes many 
articles and 5 books. 
Frank, Marc is a freelance journalist and author in Havana working for Reuters and the 
Financial Times. He also lecturers on contemporary Cuba. 
John H. Thomas. J.D. is an assistant professor at the Chaplin School of Hospitality and 
Tourism Management, Florida International University, Miami, Florida. 
Luis Chirino is the China Global Television Network (CGTN) correspondent in Havana. 
Pascal Fletcher a former Reuters and Financial Times correspondent who was based in Havana 
for more than a decade, and who continues to closely follow US-Cuba relations. 
Omar Everleny is a Doctor in Economic Sciences since 1998. Professor at the Center for 
Studies of the Cuban Economy of the University of Havana. 
Gerardo González Núñez is a Doctor of Philosophy - PhD focused in International Business 
from the Inter American University of Puerto Rico. He is an experienced Professor of 
Economics. 
Martha Honey is Co-Founder and Director Emeritus of the Center for Responsible Travel 
(CREST) 
James Friedlander is the President of Arrangements Abroad. He is very knowledgeable about 
Cuba having travelled to the country many times. 
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Alex J. Rosenberg is a Doctor of Science in Fine Art. He has taught Appraising for many years 
at New York University and is presently a Visiting Professor at Instituto Superior de Arte (ISA) 
in Havana. Two of the books he has written are used in teaching Appraising. 
Collin Laverty is the President of Cuba Educational Travel. 
Michael Sykes is the President of Cuba Educational Travel. 
Malia Everette is the Founder and CEO of Altru Vistas 
Kate Simpson is the President of Academic Travel Abroad. 
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Appendix C 
JOSE LUIS PERELLO CABRERA  
Education and Professional Experience 
He completed university doctoral studies in 1981 at the National Agrarian University of 
Havana. Specialization in Information Sciences (1982) and with a Diploma in Social 
Communication Inter-American University (Mexico, 1995). Masters in Tourism Management 
from the University of Havana (2003); MBA in Senior Tourism Business Management, ESADE 
(Higher School of Business Administration and Management, Barcelona). Doctor of Economic 
Sciences (2009). 
Academic Experience 
He was adjunct Professor of Information and Documentation at the Faculty of Art 
History (UH) from 1986 to 1990; Associate Professor of Communication Theory at the School of 
Journalism (UH) 1987 to 1991; Adjunct professor at the José Martí International Journalism 
Institute from 1990 to the present. Adjunct Professor of the School of Higher Studies of 
Hospitality and Tourism of Havana (2002-2016). 
He was a full Professor (retired) of the Faculty of Tourism of the University of Havana. 
He taught as the principal professor the subjects: Tourism Market Research, Development and 
Promotion of Tourism Products and Information and Research Methodology. 
A guest Professor in the master’s degree program in Tourism Management in the 
master’s program in Tourism Planning and Development of the National Autonomous University 
of Honduras; of the National Pedagogical University and Metropolitan University (Honduras), 
from 2004 to 2007. 
Cuba-U.S. Tourism and Nation Branding 125 
  
Professor of the master’s program in Tourism Management at the University Center of 
Caracas, Venezuela from 2008 to 2013. 
He taught the fallowing courses as the principal professor: Market Research and 
Intelligence, Tourism Communication, Development and Promotion of Tourism Products, 
Communication and Society Theory, Semiotics of Tourism Image and Marketing, at the José 
Martí de La International Journalism Institute, Havana, Cuba 
He has participated as a guest speaker in Ecuador, Venezuela, Colombia, Guadalupe and 
ATM University in Texas, USA. 
He taught the fallowing courses as the principal professor, seminars and training to 
Tourism Companies, Travel Agencies, Hotel Chains and other commercial companies; both 
Cuban and foreign. 
He is a member of the Chair of Caribbean Studies of the University of Havana, of the 
Chair of Tourist Journalism of the International Institute of Journalism (IIPJM) and Consultant 
of the Culture-Tourism Commission of the Union of Writers and Artists of Cuba (UNEAC).   
Professional Experience 
He has served as Business Advisor to the commercial companies FERADMA, S.L. 
(Spanish), 1992-1997, Trinidad Investments, S.A. (Panamanian) 1995-1997 and Technical 
Impex, S.A. (Panamanian) 1998. 
Consultant of the Market Intelligence Unit of the Chamber of Tourism of Honduras from 
2007 to 2010. 
Advisor to the Development Department of the Ministry of Tourism of Cuba (MINTUR) 
from 2001 to the present and to the Office of the Integral Development Project Bahía de La 
Habana (PIDBH), from 2013 to the present.  
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                       Publications and other professional activities 
He participated as a speaker or participant in more than 100 national and international 
events and conferences. 
He has published 10 books, four of which are university textbooks. In the last two years 
he has participated as co-author in three books published by CLACSO (Puerto Rico and Buenos 
Aires). He is currently preparing a book for Lexington Books (Maryland, US) in conjunction 
with academic Paolo Spadoni, PhD; from the University of Augusta, entitled “The Cuban 
Tourism Industry: Evolution, Challenges and Prospects”. 
He has published more than 80 articles in specialized magazines on Tourism and 
participated in television news programs of news agencies. 
He collaborates with international news agencies: Associated Press, French Press Agency 
(AFP), Spanish Agency (EFE), Reuters, CCTV, TRT World and Prensa Latina. Permanent 
contributor to Caribbean News Digital (CND) and Excelencias Turísticas del Caribe Magazine. 
In 2016 he was awarded the “Prize for the Work of a Lifetime” in Social Communication, 
granted by the Cuban Association of Social Communicators (ACCS). 
Updated: February 2019. 
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Appendix D 
 
MARK ENTWISTLE 
Biographical Note 
 
Mark Entwistle draws on a rich and integrated mix of professional experience over 
almost four decades and across disciplines in business, political risk assessment, diplomacy 
and international affairs, government relations and operations, public policy issue management 
and advocacy, as well as strategic communications, media relations and public affairs. 
Having spent 26 years involved in Cuban affairs, he is one of the world’s leading experts on 
Cuba. Mark visits Cuba regularly, is involved in various commercial projects in that country 
and advises international clients under the auspices of Acasta Cuba Capital. He is additionally 
Executive Chairman of Millbrook Minerals Inc., a private Canadian company involved in 
mineral resource development in Cuba. 
Mark served for sixteen years from 1981-1997 as a professional Canadian diplomat. 
His Foreign Service career included assignments at the Canadian Embassies in Tel Aviv, Israel 
(1982-1985) and Moscow, in the former Soviet Union (1986-1989), where he was responsible 
for bilateral relations between Canada and the then USSR. 
In 1991, was appointed by the Right Honorable Brian Mulroney, Prime Minister of Canada, to 
serve as his Press Secretary and director of communications. In that position from 1991-1993, 
Mark was responsible directly for all aspects of the Prime Minister's relations with the media 
and the public communication of the policies of the Canadian federal government on all issues 
and across the full range of government departments and agencies. 
 Mark was Ambassador of Canada to the Republic of Cuba for four years from 1993 to 
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1997. As Ambassador, he guided all elements of the historically important and delicate 
relationship with Cuba, including political, commercial and security relations. He was the 
architect of a dynamic trade development strategy. Canada's trade with Cuba increased 
markedly, doubling year-over-year for two years in a row and, during his tenure, Canada 
became Cuba's largest trade and investment partner. 
As a former Fellow of the Canadian Global Affairs Institute, Mark co-authored the 
publication In the National Interest: Canadian Foreign Policy in an Insecure World. He is 
author of the concluding chapter “Canada-Cuba Relations: A Multiple-Personality Foreign 
Policy” in Robert Wright and Lana Wylie (eds.), Our Place in the Sun: Canada and Cuba in the 
Castro Era (University of Toronto Press, 2010). He writes and speaks frequently on 
international and Cuban affairs.  
Mark is a Director of ONE Global (Canada), the Canadian arm of the global 
movement to end extreme poverty and preventable disease, and The Belinda Stronach 
Foundation. He is also Senior Advisor to the Institute of World Affairs in Washington D.C. 
Mark is the recipient of the prestigious Saul Hayes Award for Human Rights of the 
Canadian Jewish Congress for his work in supporting the Cuban Jewish community 
He obtained his B.A. from the University of Ottawa in 1979 and his M.A. degree in 
History from the University of Toronto in 1981. 
Mark works fluently in English, French and Spanish as well as working Russian. 
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Appendix E 
Interview via e-mail/skype to experts. 
1. As an expert in Cuba, to what extent do you believe that international relations (political, 
economic and commercial) between the U.S. and Cuba contribute to the decline in 
tourism between these two countries? Briefly explain how you see international relations 
and tourism connected. And, do you think poor U.S. Cuban relations affect travel to Cuba 
from other countries besides the U.S.? 
2. Briefly describe the image of Cuba portrayed in the mass media. Do you think this image 
is accurate or distorted? Do you think media portrayals of Cuba have an impact on travel 
and tourism? Briefly explain.  
3. In what ways do you think American tourists traveling to Cuba can have a positive effect 
on Cuba and U.S. relations? 
4. Concerning arrivals of visitors from the U.S., they come mainly from Florida, New York, 
California and Texas. How do you think travelers from other regions of the U.S. could be 
attracted to Cuba? 
5. Do you consider that the so-called "normalization" declared by former President Obama 
and his administration was only perceived in relation to travel or was it intended to 
change U.S. – Cuba relations more broadly? 
